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‘Ie Daddy 
a_ nit-wit? 


Sirn,—Daddy is cross—very 
cross indeed. He feels that it is 
difficult enough to teach one’s 
children the correct pronunciation 
of words and such things as that 
the proper thing to call the dish 
that follows the main meal is 
“dessert.” 

It is infinitely more difficult and 
most frustrating when one’s 
children suddenly start to pro- 
nounce chocolate as “choc-lat” 
and call dessert “afters” because 
that is what they say on the tele- 
vision! 

The 
little 


their dear 

makes it 
THIS WEEK 

Print Review—page 30 
NEXT WEEK 


Eastern Counties Survey 


of 
also 


intonation 
voices 


pointedly obvious that they think 
Dad no-end of a nit-wit if he 
thinks differently, but Dad does 
think differently. 

Dad thinks it should be pos- 
sible to sell Milk Chocolate Pen- 
guins and Lyons Family Brick 
without involving him in a family 
uproar! 

JOHN ANDERSON 
John C. Anderson and 
Associates Ltd. 


ii 


To The Editor.. 


Good time to review newspaper 
ad cancellations clauses 


Sir,—The reluctance of the 
Newspaper Proprietors’. Associa- 
tion to accept shorter notice than 
is usual for cancellation of the 
petrol advertisements has resulted 
in many discussions in advertising 
circles. And although the NPA 
and the IPA have now reached a 
compromise, it would seem to be 
an appropriate time for the whole 
question of cancellation periods 
to be thoroughly aired and dis- 
cussed—not only behind closed 
council doors, but also in open 
sessions at conferences, and in 
the trade press. 

In the light of changing circum- 
stances, surely 14 days should be 
ample for cancellation of special 
positions in the press. If this is 
not acceptable to the NPA, they 
might consider whether it is pos- 
sible to divide “specials” into two 
categories: 

Those coming under 28 days’ 
notice, such as front page solus 
positions, half-pages, and 
leader pages. 

The remaining special posi- 
tions in the paper which only 
need 14 days’ notice. 

It seems to be overlooked that 
although the 28 days’ notice has 
always been with us for some 
spaces, only a few years ago 
many of _ today’s _ so-called 
“specials” would have only re- 
quired five days’ notice of can- 
cellation, because they were then 
run-of-paper positions. 

Another alternative to 28 days’ 
notice of cancellation could 
easily be applied, such as a five 
per cent charge for cancellation 
unless giving the requisite notice. 

The Periodical Press might also 
consider whether the time has 
arrived for the six months’ notice 
of cancellation on colour spaces 
to be reduced to, say, three or 
four months. 

I am sure that any concessions 


Block increases and agencies 


Sir,—It would now be unprofit- 
able to enter into tedious contro- 
versy with the FMPE following 
my letter (November 2) and its 
secretary’s reply (November 16) 
regarding the effects of the new 
Process Block Price Lists. 

I would, however, like to make 
it clear that I was writing as an 
agency block buyer and could 
therefore quite legitimately refer 
to an average buyer in that field. 

My examination of the new 
price lists brought out the areas 
in the new scales over which the 
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increases were to operate, and, in 
all fairness, I also gave the points 
at which the new rates went in 
favour of buyers. 

I quoted actual figures of the 
increases and gave my own 
general impressions of their likely 
effect. The figures themselves are 
not contested, and I am content to 
leave it to those interested to gain 
their impressions of the effect. 

A. L. CULYER, 
Production manager 
T. G. Scott & Son Ltd. 
London, W.1. 


granted by the various organisa- 
tions to advertisers and agencies 
would be very welcome at this 
stage, and would probably create 
a fund of goodwill for the future. 
KENNETH LEAKE. 
Halsford Park, 
East Grinstead, Sussex. 


Exhibition date 
is changed 


Sir,—Your Midlands Market 
Survey (November 9) contains a 
small error regarding the date of 
the Birmingham and District 
Industrial Safety Group’s Safety 
and Factory Efficiency Exhibi- 
tion. 

We found it necessary to revise 
our dates, and the Exhibition will 
now open on June 14 and close 
on June 21, 1957. 

W. G. APPLEYARD, 
Exhibition manager. 
Birmingham and District 
Industrial Safety Group, 
Birmingham, 11. 


What do you 
think? 


Sin,—There were and are 
varying views about Suez, but 
few people surely hold the view 
that it was or is a matter for 
humour, especially in print and 
in a _ non-political business 
journal. 

My own view is that your 
November 9 “Wisecrack” : 
(“There must be advertising men 
out there, Carruthers. There's 
been fighting on Port Said golf 
course’) was ill-timed, out-of- 
place and highly objectionable 
from many standpoints. 

Both the ITA and the BBC, or 
their individual producers, clearly 
decided that the public would not 
appreciate jokes on the subject of 
Suez. 

Are you less sensitive public 
relations-wise? 

J. Y. HOVELL. 
Rickmansworth Road, 
Pinner, Middlesex. 


‘Humble cod’ 


Sir,—‘*Femina’s” praise of our 
Cod Cornwall ad (November 16) 
is most welcome, but she plays 
the ball in the wrong court. The 
White Fish Authority had noth- 
ing whatever to do with this ad- 
vertisement. It was produced by 
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Dolan Davies Whitcombe and 
Stewart, for the British Trawlers’ 
Federation. 

As the remarkably misinformed 
“Femina” points out, it is indeed 
difficult enough to dress up the 
humble cod, but it is galling, hav- 
ing done just this, to have the 
“dressing” attributed to someone 
else. 

C. P. O'BRIEN 
Patrick Dolan and 
Associates Ltd. 

|“Femina”’ is the woman in the 
street. If she is “‘remarkably mis- 
informed” it can only be because 
the ads have failed to impress her 
with their source of origin. The 
value of her contributions is that 
they tell some advertisers just what 
impact their marketing operations 
are making on an average woman 
shopper. In this case, why should 
Mr. O'Brien worry whether or not 
“Femina” notes who placed the ad 
so long as she buys more fish? 
Eprror.] 


‘Prefer to use 
market surveys’ 


Sir,—E. Freeman-Keel, in his 
letter on wastage of display 
material (November 23), appeared 
to be doubtful as to the amount 
of wastage in press advertising. 
1 suggest that if he turns to page 7 
of that issue and reads the story 
headed “Press Pull” some light 
will be shed on this subject. 

In addition, I would remind him 
of the large sum of money spent 
by “the soap boys,” etc., who, I 
have it on very good authority, 
do not determine their media 
selection by that well-tried, if 
limited, method of pin-sticking. 
but prefer to use the findings of 
an intensive marketing survey. 

W. V. Davies 
Daily Mirror, 
London, EC4 

[A paragraph headed “Press 
Pull” last week said that, of the 
3,000 applications for Harwich 
Corporation guides this year, 
two-thirds came as a_ result 
of national newspaper advertise- 
ments.—EpIrTor. } 


Ask for samples 
and prices 


LEWIS KNIGHT 

& COMPANY 

8 Chingford Mount Rd., 
London, E4 
LARkswood 2241/2. 
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The people who buy The Listener are pretty hard to please. You can’t sell them anything 


third-rate—whether it’s a mathematical theory, an economic dogma, a stock, a share, 
a cruise or a car. They know a good thing when they see it—all 133,000* of them! 

So if your client’s got something good to offer, 

what are you waiting for? Put The Listener 


on the next schedule! 


* 4.B.C. January-December 1955—133,601 
A BBC PUBLICATION 


r i ' i * 
he istener All enquiries to: TOM HENN, Head of Advertisement Dept., 
BBC Publications, 35 Marylebone High St., London, W.1. 
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IR HAROLD SCOTT, G.C.V.O., K.C.B., 

K.B.E., was Commissioner of 
London’s Police from 1945 to 1953. 
Educated at Sexey’s School and Jesus 
College, Cambridge, he entered the 
Home Office in 1911, and in 1932 was 
appointed Chairman of H.M. Com- 
missioners of Prisons for England and 
Wales. Civil Defence and Home 
Security were among his wartime re- 
sponsibilities before he became chief at 
“The Yard.” He is now retired and 


lives at Ewhurst in Surrey. 
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“My Daily Mail by SIR HAROLD SCOTT 


“ " LIKE A SIMPLE BREAKFAST : coffee, toast and mar- 

malade — and the ‘ Daily Mail’. From it I get 
quickly a conspectus of the world’s doings, grave or gay; 
set out in a Clear style that suits the morning mood. 

I turn first to the leading article, where, whether I 
agree or not, and I don’t always agree, I learn what a big 
proportion of my fellow citizens are thinking about 
some important question of the day. 

Then, after a quick glance at the news, I turn to the 
always interesting and informative special article on the 
centre page and to the letters. 

Rip Kirby and Flook are beyond me. 
understand what the strips are about. 


I can never 


The pictures are always a draw. Coming so soon 
after the event they make the written word even more 
vivid. And Tanfield’s diary has always something 
new, amusing and good-humoured. 

To get back to the Mail after a three months 
tour of the United States was like coming home. 
Compared with the bulky papers over there the Mail 
reminds one of Drake’s little ships that made rings 
round the lumbering Spanish Galleons of the 
Armada. 

It is a great thing to have a paper which while 
remaining popular in form still contrives to be sensible, 
accurate and decent. O/ si sic omnia.” 
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AA FIX EXPORT CONFERENCE DATE 


Paget-Cooke to 
be Bowater’s 
chief PRO 


R. A. Paget-Cooke is leaving 
Foote, Cone & Belding Ltd.,where 
he is director of public relations, 
to join the Bowater Paper Cor- 
poration Ltd. as chief public 
relations officer on Monday. John 
Lockett will continue his work for 
Bowaters in the PR field. 

After war 
service with 
the Grena- 
dier Guards, 
Dick Paget- 
Cooke was 
with the PR 
department 
of Edmund- 
sons Elec- 
tricity Cor- 
poration 
Ltd. until 
1948, when 
he joined the 
British 
Federation 
of Master 
Printers as its first public relations 
officer. He left the BFMP in 
1950 to handle press relations for 
the International Advertising Con- 
ference (Great Britain), 1951, join- 
ing Foote, Cone & Belding Ltd. 
when the conference ended. 


| 


R. A. Paget-Cooke 


He was chairman of the IPR 


council in 1953-54. 


On Tuesday at Caxton Hall, Lon- 
don, R. Trevor Harris, managing 
director of Reginald Harris Publica- 
tions Ltd., married Mrs. Lola Gol- 
lings. Mr. Harris is chairman of the 
Publicity Club of London. 


Hulton’s weekly 


Commenting on reports that 
Hulton Press are planning a new 
weekly magazine, a Hulton 
spokesman said this week that 
Brian May had joined them from 
Week-end Mail—where he was 
editor—“to work on a new pro- 
ject, a weekly publication.” 


IPA Survey party 
The Institute of Practitioners 
in Advertising’s new National 
Readership Survey will be intro- 
duced at a cocktail party next 
Thursday at 44, Belgrave Square. 


Chairman names 
committee 


members 


[ATE for the Advertising 
Association’s Advertising 
Export Conference will be 
Wednesday, March 20. It 
will be held at Church House, 
Westminster. 

Arthur Clarkson, deputy pub- 
licity manager of the General 
Electric Co. Ltd., who is the Con- 
ference chairman, said this week 
that the following had already 
expressed their willingness to 
serve on the committee : 

J. Shirley Rainer (Nestlé), 
Alistair Sedgwick (Gillette), Roger 
Falk (Marketing Development 
Co.), Leslie B. Cort (Colman, 
Prentis & Varley Ltd.) and Martin 
O’Grady (the J. Walter Thomp- 
son Co. Ltd.). 

The committee will also com- 
prise a number of leading repre- 
sentatives of the AA, including 
Hubert Oughton (W. S. Crawford 
Ltd.), E. Glanvill Benn (Benn 
Brothers) and G. R. Pope (The 
Times). 

No further statements about 
the form the conference will take 
have been made this week by the 
AA or Mr. Clarkson. 

®@ Foomote.—The Conference 
coincides with the second day of 
the Newspaper Advertising Con- 
ference at Leamington Spa. 


OTHER NEWS 
MIGHLIGHTS 
@ AA annual 
dinner report .. . 
@® ‘Voluntary’ control 
of newsprint . . . 
@ Call for PR code 
of ethics ... ° 
@ ‘Ban rural area 
posters’... p- 10 
Graphic Arts — page 45; 
Mainly Personal—page 46; 
Current Advertising—page 50 


TV spot demand 
swamps A-R 


A statement from Associated- 
Rediffusion Ltd. on Wednesday 
said that, following the issue of 
A-R’s new ratecard, the 
volume of bookings for the 
new year “is so great that they 
are unable at present to advise 
advertisers and agents whether 
or not all specific demands can 
be accommodated as required.” 

But in general, with the exception 
of narrower segments and the 
lower-priced time, A-R hope to 
be able to meet most demands. 

“Extra staff is being employed, 
and everything possible is be- 
ing done to deal with these 
unprecedented circumstances,” 
says Brian Begg, A-R press 
officer. 

“The indulgence of advertisers 
and agents is requested 
the solving of this probiem.” 
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‘Back-room boy’ Andrew Milne receives the 
Mackintosh Medal ™ 


PRESENTATION 


AT AA DINNER 


“One of the back-room boys of advertising” was how Lord 
Mackintosh described Andrew Milne, whom he presented with 
the Mackintosh Medal at the Advertising Association’s annual 
dinner, held at Grosvenor House Hotel on Wednesday of 


last week. 

Mr. Milne’s contribution to 
advertising, he said, had been on 
the social and human side. He 
had done much to bring friend- 
ship and happiness to the profes- 
sion. The award was the pro- 
fession’s Order of Merit—and 
nobody had merited it more than 
Andrew Milne. 

Lord Mackintosh then read the 
citation : 

“Since he first came into adver- 
tising in 1903, Andrew Milne 
has given unsparingly of his great 
gifts of enthusiasm, friendliness, 
patience and organising ability to 
the development of mutual under- 
standing and regard between the 
people engaged in advertising. 
Ever since 1913, when he played 
a leading part as honorary secre- 
tary in the foundation of the 
Publicity Club of London, Mr. 
Milne has been closely identified 
with the growth of the club move- 
ment in this country. 

“He took the lead in reviving 
the Publicity Club of London in 
1919 after the First World War 
and was honorary secretary until 
1923, chairman 1925-1926, and is 
now a vice-president. He origin- 
ated the first public speaking sec- 
tion, out of which developed the 
National Advertising Public 
Speaking Contest. From 1923 


College students’ 
exam successes 


At the presentation of prizes 
at the College for the Distributive 
Trades last Thursday, it was 
announced that among _ the 
examination successes for 1955-56 
were the following: Advertising 


Association: I/ntermediate, Part 
“B,” two passes. Final, Part 
“C,” twelve passes. Final, Part 


“D,” five passes. 
College students were awarded 
one second and three third 


rizes, 

Joint Intermediate examination: 
passed in two or more subjects: 
84. 


Among the prizes which were 
presented by Alan J. Sainsbury 
were the following: for Adver- 
tising (presented by the Draper's 
Record), shared by Philip C. 
Gordon and Keith L. Mennell (of 
Odhams Press Ltd. and S. H. 
Benson Ltd. respectively); for 
Display (presented by the British 
Display Association), won by 
Michael C. Workman (of 
Bentalls Ltd.); for Selling and 


Sales Promotion (presented by 
the National Chamber of Trade), 
won by David Bradbury (Harrods 
Ltd.). 


onwards he took an active part 
in the inauguration of many 
of the publicity and  adver- 
tising clubs in various parts of the 
country including Leicester, Not- 
tingham, Hull, Cardiff, Man- 
chester and others. He became 
honorary secretary of the Thirty 
Club of London in 1936 and still 
holds this office. For the past 18 
years—since 1938—he has been 
chairman of the Fleet Street 
Column Club. He was a founder 
member and first chairman of the 
Solus Club in 1929. The creation 
of the Publicity Clubs Council 
in 1929, now the Club Develop- 
ment Committee of the Advertis- 
ing Association, was largely 
his, and he served as its president 
from 1929-1932 
‘Cordial relations’ 

“In the international field, Mr. 
Milne has done much to bring 
about the cordial relations that 
exist between British advertising 
people and their American col- 
leagues. He is an _ honorary 
member of the Poor Richard Club 
of Philadelphia. In 1923 he was 
organising secretary to the British 
Delegation of 115 attending the 
convention of the Advertising 
Clubs of the World at Atlantic 
City, which resulted in the atten- 
dance of over 2,000 American 
delegates at the International Ad- 
vertising Convention held at 
Wembley, 1924—the first of its 
kind ever to be held in Great 
Britain. He was organising secre- 
tary of that convention. 

“He was chairman of the recep- 
tion committee of the _ Inter- 
national Advertising Conference, 
1951. 

“In the foundation of the Ad- 
vertising Association in 1926, Mr. 
Milne made a great contribution. 


Peeeee -2e eee 


‘AA’s weakest link’ 
by Lord Mackintosh 


The comparative dearth of 
advertiser-members was the 
weakest link in the Advertising 
Association, Lord Mackintosh 
told the Association’s annual 
dinner. 

It was estimated that there 
were some 3,000 national ad- 
vertisers in the country, and 
although most of the biggest 
belonged to the Association, 
only about a quarter of the 
total number were members. 

Lord Mackintosh also ap- 
pealed for support for NABS. 
“Even more than money we 
want more subscribers and 
members,” he said. 


receives the 


Andrew Milne (left) 

Mackintosh Medal from Lord 

Mackintosh at the annual dinner of 
the Advertising Association. 


He became the first honorary 
secretary and ever since that time 
has never failed to respond to any 
demand made of him in the ser- 
vice of the Association. 

“Incomplete though this brief 
summary must necessarily be, it 
affords amp.e. witness to a record 
of pioneering effort and solid 
achievement for the good of ad- 
vertising and to those qualities of 
character that have established 
Andrew Milne in the affections 
of his colleagues.” 

Mr. Milne, in acknowledging 
the award, mentioned that the 
five previous holders — Lord 
Mackintosh himself, Sir Miles 
Thomas, G. R. Pope, Hubert 
Oughton, and Norman Moore— 
were all present that evening. 


‘Great worker’ 


Among those to whom he paid 
tribute for their co-operation were 
Lord Mackintosh, who instituted 
the award; Harold Vernon, whom 
he described as “a great friend 
and a great worker” ; and the late 
Ralph Winter Ihomas, who had 
invited him to take over as 
honorary secretary of the Pub- 
licity Club of London six months 
after it was founded, 43 years ago. 

About 900 members and guests 
were present at the dinner and 
dance. 

Lord Luke, the Association’s 
president, who is on the inter- 
national committee of the Olym- 
pic Games, sent a telegram saying 
“Best wishes from Down Under. 
Regret not being with you but 
proud to represent you in Aus- 
tralia at this time.” 

(See Mainly Personal page 46.) 


‘GENEROUS’ 
GIFT TO AA 
LIBRARY 


The generosity of Major G. 
Harr.son, chairman of London 
Press Exchange Ltd., in per- 
sonally giving £1,100 to create a 
library of advertising, was 
praised by Norman Moore when 
he presided over the annual meet- 
ing of the Advertising Associa- 
tion last week. LPE had also 
given £500, he said. 

The library now included a 
“wondertul collection” of adver- 
tising periodicals covering a great 
number of countries. 

Mr. Moore also welcomed the 
increased co-operation between 
the Institute of Practitioners in 
Advertising and the Association 
on educational matters. There 
was now a joint committee on 
problems of tuition, and another 
on recruitment and _ training, 
which the Incorporated Society 
of British Advertisers has joined. 


It was hoped this would result 
in a great increase in the facilities, 


and possibly the quality, of edu- 
cation in advertising. 

The AA’s public relations 
activities were “going strong.” 
The film strip was in constant 
demand; and there were often 
more offers of platforms for 


speakers than there were speakers 
to fill them. A book on adver- 
tising as a career was in the press 
and another on outdoor advertis- 
ing. Ashley Havinden’s book on 
art in advertising had already 
sold some 1,600 copies, he said. 


Midlands ITA station ‘most powerful’ 


The radiated power of the 
Lichfield transmitting station of 
the Independent Television 
Authority was increased last 
Friday to 200 kW. 

The increase made the Mid- 
lands station the most powerful 


of its kind in the United King- 
dom, said the ITA. 

Over six million people are now 
included in the service area—‘and 
many more viewers than before 
should receive a satisfactory ser- 
vice,” the Authority added. 
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Newsprint: 


for six 


ADVERTISER'S WEEKLY 


‘Voluntary control’ [ ourmeic re-vp 


months 


12-WEEK EXPERIMENT WITHOUT 


PAGE 


RATIONING 


The basis on which (as forecast by “Advertiser's Weekly” 
last week) the voluntary rationing of newsprint will continue 
has been outlined by F. P. Bishop, general manager, News- 


print Supply Company. 
eae <t 
Ads essential? | 


‘No doubt at | 
all,” says Hooper 


Advertising came out well in 
the answers given by a BBC 
Brains Trust on Sunday when 
they were asked to comment on 
the statement: “Advertising has 
been described as indispensable 
to our economic system and a 
most valuable patron of the arts.” 

Sir Frederic Hooper 
(Schweppes) said: “I think it’s a 
patron of the arts on the wrong 
side of the blanket. if one may 
use the term. Artists. particularly 
the younger ones who may be 
struggling. can make an income 
out of advertising while they are 
developing their true creative 
art. But that it’s essential in a 
modern business economy such 
as our own, I haven't any doubt 
at all. 

“Advertising abroad is about 
the only way in which you can 
get mass production. because un- 
less you can get a laree market 
for your goods you can't produce 
them in mass. Mass advertising 
must precede mass production— 
that’s been a great solution in the 
American economy, of course.” 

Was advertising a patron of the 
arts? There was a danger. he 
said, that “good young artists, 
who might become great creative 
artists in the strict sense. get in 
the toils of doing commercial 
work to such a degree—because 
they wanted the money—that they 
gradually gave up the whole of 
their creative work. That was 
the danger.” 


Party celebrates 
5.000th issue 


The 5,000th issue of The Uni- 
verse, published by Associated 
Catholic Newspapers (1912) Ltd.. 
was celebrated by a party—com- 
plete with cake—at the Criterion 
Restaurant last week. Among 
the guests were many churchmen, 
Catholic newspapermen, space 
buyers and personalities from 
Fleet Street. 

Douglas Woodruff, chairman 
of The Universe, referred to the 
paper as the “oldest Miss Uni- 
verse we have ever seen at a 
party.” He said she did not care 
about her figure and was a debu- 
tante who had appeared for 96 
years, 


He states : 


“It has been decided that the 
present system of allocating and 
distributing supplies should be 
continued for a further period of 
six months from December 9. 
There will be an experimental 
period of 12 weeks to March 3 
when all newspapers will be free 
from page rationing. 

“Present indications are that 
supplies for the next six months 
will be about equal to consump- 


tion at its present level. Should 
freedom from page _ rationing 
threaten. seriously to deplete 


stocks, the matter will be again 
reviewed by the Rationing Com- 
mittee.” 


In suspense 


In order to implement these 
arrangements, the large users of 
newsprint have agreed that indivi- 
dual home mill contracts (which 
would otherwise come into opera- 
tion on December 9) shall con- 
tinue to remain in suspense. 
Deliveries of newsprint will con- 
tinue to be based on allocations 
prepared as hitherto. The equal- 
isation of price for both home 
and overseas newsprint will con- 
tinue. Returns of consumption, 
stocks, etc., will continue to be 
made. The Rationing Committee 
Rules will continue in force. 

In the case of those newspapers 
which throughout the period of 
control have been supplied exclu- 
sively by the home mills, it has 
been agreed that they should con- 
tinue to be supplied in the same 
way with their full requirements. 


Radio Show dates 

The 24th National Radio Show 
will be held at Earls Court, from 
August 28, to September 7, 1957. 


The National Milk Publicity Council 
made topical use of their large site 


at the west end of the Strand. 

As illustrated, the latest cable news 

from the dairy company which 

supplies the Olympic Village at 

Melbourne states that the athletes 

are each drinking at least 1} pints 
of milk per day. 


7-SEC SPOTS 
‘TOO HEAVY’ 


No more seven-second com- 
mercial TV spots are to be 
booked. 

Associated - Rediffusion Ltd. 
state that “bookings for these 
spots have been so heavy that it 
is considered that further book- 
ings would be detrimental to the 
value of the medium.” 

Associated TeleVision Ltd. say 
that “the number of bookings for 
these spots in certain segments 
has made us realise that they are 
likely to harm the medium.” 

Granada TV Network Ltd. 
and ABC Television Ltd. make 
similar announcements, but say 
that seven-second “time spots” 
are not affected by this decision. 

FSCC lunch 

Demand for tickets for the 
Fleet Street Column Club Christ- 
mas luncheon, at the Connaught 
Rooms on December 19, is bigger 
than ever this year. It is under- 
stood that a “very important 
political figure” will be the guest 
of honour. 


Nearly 300 guests attended a cocktail party given by Michael Ruvigny, 
advertisement manager of ‘‘The Field,” at the Hyde Park Hotel, Knights- 


bridge. 


advertising agencies. 


They included directors and advertising managers of firms who 
regularly advertise in “The Field,” together with leadin 
Here (I. to r.) are 


personalities from 


L. G. Gurr (Sir Robert Burnett 


and Co. Ltd.), A. F. Dix (John Haig and Co. Ltd.), N. Sutherland (C. J. 
Lytle (Advertising) Ltd.), R. O. Nash (Dudley Turner and Vincent Ltd.), 
W. H. Hammond (James Buchanan and Co. Ltd.), and Mr. Ruvigny. 


Do ads influence 
| editorial? Yes, 
says Muggeridge 


Advertising does influence 
editorial, according to Malcolm 
Muggeridge. “Although most 
journalists are prepared to put 
their hands on their hearts and 
say it doesn’t happen, I think it 
does.” he told a questioner at a 
meeting of the Incorporated 
Advertising Managers’ Associa- 
tion last week. 

He thought that, as regards 
advertising techniques, the use of 
display advertising had made 
enormous progress, and rather 
embellished publications than 
detracted from them. 

In the course of his speech 
he described how, when he 
worked on the Manchester 
Guardian, he wrote a “facetious” 
piece about a “hideous” gaso- 
meter that had been erected in 
Manchester. It did not appear 
in the paper. When he opened 
the paper he saw in the middle, 
“stuffed with lush advertising,” a 
gas supplement. 

C. P. Scott wrote a note to him 
containing a phrase “that has 
lingered in my mind over all these 
years.” He said: “There are 
occasions on which truth should 
be economised.” 

Mr. Muggeridge said that he 
held the old-fashioned view that 
a newspaper should tell the truth, 
unfettered by proprietor‘al, adver- 
tising, or any other interest. 


Hungary photos in 


Leicester Square 


“Agony of Hungary,” a photo- 
graphic exhibition arranged by 
the Rank Organisation, the En- 
cyclopedia Britannica, and .the 
British Institute of Photography 
is being held in the circle lounge 
of the Leicester Square Theatre 
until tomorrow (Saturday). 

Collections are taken at the 
exhibition on behalf of the British 
Red Cross Hungarian Relief 
Fund, 
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120 MEMBERS ATTEND INSTITUTE’S 


T. H. TRAVERSE-HEALY REPEATS PLEA 


‘Our development depends on 
gaining public confidence’ 


Ethics was the keynote of Saturday’s first-ever Public Rela- 
tions Day, organised by the Institute of Public Relations and 
held at the Festival Hall, London. Some 120 members heard 
council member T. H. Traverse-Healy reiterate a call for an 
Institute code of professional conduct for PR consultants 
which he had made to the Hastings Conference three years ago. 


They heard him repeat the 10- 
point code which he had put be- 
fore that conference. The code 
could also be applied, he said, if 
slightly modified, to the field of 
staff public relations. . 

What would be the benefits of 
such a code of ethics? 

He believed public relations 
was at a critical stage in its de- 
velopment, for they were at the 
stage when they were “beginning 
to dabble in publicity for our- 
selves.” 

But they lacked a PR policy 
based on terms which could be 
understood outside the field. 

Therefore the ethics, the moral 
principles of public relations, 
could be the policy of such a PR 
campaign, and the way they 
acted in maintaining standards 
could be the PR programme. 

“I believe that the further 
development of PR,” he said, 
“depends upon the confidence of 
the community in the integrity of 
our practitioners, and today that 
means confidence in the Institute 
as well.” 

“When you have reason to con- 
sult your solicitor, accountant, or 
doctor, you are aware that his 
long training and study and his 
experience in an exacting profes- 
sion qualify him to advise you on 
vital matters. 

“But you are also conscious of 
another factor. adding to the 
value of his advice. His conduct 
is governed by a strict code of 
practice. You, the client, reap 
the advantage of his dual 
responsibility to you, and to his 
profession. 


See Comment—page 16 


“But we public relations people 
in our everyday work are morally 
responsible not only to our 
employer and to our profession, 
but also to the public and to 
those through whose co-operation 
we reach the public. 

“Do not imagine that I believe 
that we in the space of a few 
years would be able to take on 
the status of one of the learned 
professions. or even because I 
use the generally accepted word 
‘profession,’ that I am correct to 
use it, other than to imply the 
status in the public mind which 
we should seek. 

“T think that the word ‘profes- 
sion’ is a PR term which we are 
using in this connection.” 


’ parts. 


How could a code of profes- 
sional conduct be evolved ? 

There were two ways; one 
could issue bye-laws over a 
period of time, to deal with 
particular situations as _ they 
arise, and from this, a code of 
conduct eventually emerged. 

This was the method at present 
in operation by the Institute— 
“and it’s all right if you want to 
wait for the period of time since 


the Magna Carta until now,” 
said Mr. Healy. 
“Or one can frame a code 


based = on the operational 
experience of our members with- 
out waiting for irregularities to 
be reported and debated. This 
is the method adopted by most 
of the other public relations 
associations. 

“I would like to see the council 
of this Institute reconsidering its 
present approach to this subject. 
Perhaps it could be one job for 
the newly formed professional 
purposes committee. 


ACT WITH COURAGE 


“A great deal of work has 
already been done, and a quantity 
of information is readily avail- 
able. It is a question whether or 
not we _ steadfastly remain 
cautious and conservative, or, as 
real public relations men, act 
with measured boldness and cour- 
age.” 

Mr. Healy recommended a 
code of ethics or conduct in two 
The first. a “sort of Magna 
Carta or United Nations’ Char- 
ter.” a short statement of “basic 
and irrefutable” principles gov 
erning PR work and professional 
and public relations, and the 
second consisting of regulations. 
which could be added, subtracted 
or modified from time to time, as 
the craft developed—under three 
headings: Relations with fellow 
practitioners, relations with em- 
ployers, clients, and staff, and re- 
lations with those with whom 
they have to co-operate—press, 
radio, TV, public Officials, etc. 

He added: “I submit that col- 
lectively there is sufficient 
knowledge among us to draft 
such a code. And I have the 
feeling that most consultants 
would welcome such a practical 
weapon in their armoury. 

He then reviewed the develop- 
ment of the codes of ethics 
operated by PR organisations in 


Ey wie 
Rey, 


Maurice Buckmaster, retiring president of the Institute of Public Relations. 
invests Alan Campbell-Johnson, the 1956-57 president, with the presidential 
chain of office at the annual general meeting. 


Canada, the 
Australia. 

And he concluded: 

y assessment of the situa- 
tion is that as far as Britain is 
concerned, it is not the Institute 
that is establishing and pre- 
scribing ethical standards, but, 
because we only close the door 
of the stable after the horse has 
left, the unthinking and un- 
scrupulous practitioner — of 
which, thank heaven, there are 
not very many!” 

The discussion after Mr. 
Traverse-Healy’s “challenging,” 
to quote session chairman Leslié 
Hardern, speech raised two im- 
portant—but  unresolved—prob- 
lems: how long would it take to 
bring such a code into operation, 
and how would = offenders— 
especially those who were not 
Institute members—be punished? 

To the first questioner, Mr. 
Hardern said that during the 
major part of the first year of the 
Institute’s existence, the council 
had tried to formulate such a 
code, but had failed. 

The second question was raised 
by Allan B. Ashbourne, who said 
that ethics was a subject that had 
been discussed, in some form or 


United States and 


other, at every council meeting 
he could remember. 
Earlier the conference had 


. . 
The code which T. H. Traverse- 
Healy read to the IPR'’s 
Hastings conference and _ re- 
peated on Saturday was: 


A consultant should not take on 
any task for a client which 
could be considered to be con- 
trary to the national or the 
public interest. 

He should not submit a proposal 
to an organisation which al- 
ready retains a consulfant or 
maintains its own public rela- 
tions department, but only act 
when apvroached by such an 
organisation. 


A consultant should not take on 


competitive accounts unless all 
parties concerned know the 


heard an opening address by the 
new president, Alan 
Campbell-Johnson, on “The Place 
of Public Relations.” 

He said that there was a 
boundary beyond which it was 
not appropriate for public rela- 
tions to go, even in these days, 
when we were being overtaken 
by a “revolution in communica- 
tions.” 

In America this revolution had 
been developed until “a fantastic 
babel of information” battered 
one’s senses. Almost every 
message to the American public 
was conditioned by public rela 
tions “skills.” 

“It is as if a fourth dimension 
is now involved in the art of 
conveying what really happens,” 
he said. “And it is not surprising 
that those who claim to build up 
relations with the public are 
themselves called upon to estab- 
lish their credentials.” 

But on the credit side of 
American PR was their academic 
advance. He described the two- 
year curricula of public relations 
at Boston University, which he 
had visited earlier this year, as 
the “largest and most ambitious 
effort undertaken by a major 
university to give academic status 
to our work. 

“This is a precedent which we 


and these are his suggested 


position and are in agreement. 
He should always respect the con- 

fidences of clients, even after he 

has ceased to act for them. 


Consultants should always be 
ready to declare the organisa- 
tion for which they are carry- 
ing out any executive action. 


He should never issue any 
material to the public or the 
press without clearly stating 
the source and on whose behalf 
it has been issued. 

He should refrain from justifying 
his efforts in the press relations 
field by giving the number of 
column inches obtained. On 
no account should such results 
be related to the cost of the 
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FIRST-EVER PUBLIC RELATIONS DAY 


FOR 10-POINT PR 


endeavour 
British 


must 
their 
follow. 

“In the meanwhile our mass ob- 
servers and Opinion surveyors are 
helping to chart the new know- 
ledge which will duly add force 
and precision to the term ‘public 
relations.” 

“While we wait for this new 
knowledge to establish itself, it 
is likely that much of what we 
do will be regarded as a species 
of black magic and we will have 
to continue to live with the per- 
sistent question: ‘Tell me exactly 
what you do: what exactly is 
public relations?’ ” 

In conclusion he said that 
public relations was a job that 
was going to grow, although it 
was already a part of modern 
social living. 


AN EXCITING PROFESSION 


to encourage 
counterparts to 


“It is an exciting profession to 
belong to. We are men and 
women of the new world. We 
have a great role to play and 
those of us who are working to- 
day will be remembered as 
pioneers.” 

Speakers from the floor agreed 
with Mr Campbell-Johnson that 
it would be a mistake to emulate 
American PR_ operations too 
closely, although there was much 
they could learn from across the 
Atlantic. 

The first of the two afternoon 
speakers, T. Fife Clark—who 
spoke on “The Organisation of 
Public Relations’—outlined the 
difference between the PR prob- 
lems of advertising and public re- 
lations. 

Not everyone, he said, was yet 
agreed that advertising was en- 
tirely a good thing, but while all 
approved of the aim of public 
relations—-the creation and main- 
tenance of goodwill by constantly 
exchanging information and try- 
ine to look always at things from 
the customers’ point of view— 
it was the means which were 
often questioned or denied. 

“There are still some people, 


‘commandments’ 


space in advertising terms. 

MN consultant should never offer 
inducements with the object of 
receiving an editorial favour, 
nor should he accept offers 
of editorial coverage in 
return for purchasing adver- 
tising space. 

Except in exceptional circum- 
stances he should respect the 
exclusiveness of any informa- 
tion which has been given to 
one newspaper or journal in 
answer to an independent line 
of questioning. 

A consultant should never allow 
himself to be retained on a 
“payment-by-result” basis in 
connection with press relations 
work, 


T. H. Traverse-Healy 


although their number, I believe, 
is daily growing smaller, who say 
that public relations calls for 
neither men, money nor 
machinery. 

“Is not giving and getting in- 
formation, they ask, just an 
old-fashioned and perfectly 
natural business which would 
work just as well or even far 
better without these new-fangled 
and expensive PROs?” 

The first question he had, 
therefore, to answer was: “Does 
public relations need to be 
organised?” 


FLOW OF INFORMATION 


“The answer, in the clear light 
of general experience, is Yes. A 
flow of information always needs 
to be organised. If there is: no 
organisation, there is no flow. 

“Every large organisation, 
whether official, industrial or 
commercial, needs not only a 
public relations policy, but also 
machinery—specialised machin- 
ery—to carry it out.” 

He summarised the three 
executive functions which a 
public relations officer had to 
organise as: meeting the day-to- 
day needs of the press, newsreels, 
broadcasting and other normal 
news channels: arranging the 
preparation, production and dis- 
tribution of all paid-for publicity 
material as required, and co- 
ordinating this with other arms of 
publicity; and ensuring that 
policies and pronouncements 
were deliberately considered 
from the point of view of how 
they would look to press and 
public. 

And he said that good public 
relations was not “something 
which just happens,” it had to be 
pursued in an organised and sys- 
tematic way. 

The PRO had two functions, 
as executant in the media of mass 
communication, and as adviser 
and co-ordinator over the whole 
range of personal contacts. 

“If he is to meet the demands 
of the agencies of public infor- 
mation and present a true picture 
of the policy, activities and char- 
acter of his organisation, he must 
achieve an effective working part- 
nership not only with top man- 
agement but with staff at all 
levels. 

“Sound organisation within his 


Leslie Hardern 
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CODE OF ETHICS 


T. Fife Clark 


own house is not enough, In this 
country we have more and more 
realised since the first meeting of 
the founders of the Institute, that 
all of us have a common interest 
and responsibility. 

“We know that we will be un- 
able to do our work properly and 
to our own satisfaction unless we 
are constantly striving to raise the 
general standard of practice by 
determining and upholding princi- 
ple and studying and improving 
the methodology of our calling. 

“In the same way, public rela- 
tions officers have come to the 
conclusion that no matter how 
different the various stages of de- 
velopment, the public relations 
movement in one country can- 
not be indifferent to its progress 
and reputation in another, or de- 
cline to learn from its successes 
or mistakes. 


“Regular discussion and ex- 
change of experience is now made 
practicable by collective organi- 
sations both national and interna- 
tional; and especially by occa- 
sm as this Public Relations 


y. 

Final speaker was Alan Eden- 
Green, whose’ subject was 
“Public Relations and Good 
Taste.” He said that the main 
influence that public relations 
could have on public taste con- 
cerned presentation to the 
public. 

They should not pretend to be 
expert designers themselves, but 
should know where to find 
experts who will ensure that those 
presentations were visually as 
good as they could be. 

For a high standard of pre 
sentation was important to the 
client. If the visual presentation 
of a firm, from its lorries to its 
point-of-sale show cards, was 
poor, then to that extent the 
tirm’s public relations was poor. 

Public Relations Day is likely 
to become an annual event. Both 
Alan Campbell-Johnson and past- 
president M. J. Buckmaster said 
that they hoped Saturday would 
prove to be a successful experi- 
ment in Institute affairs. 

Mr. Campbell-Johnson added 
that the demand for this “experi- 
ment in establishing communica- 
tions” had come from the 
members themseives, and did not 
duplicate the annual conference. 


New officers elected 


Alan Campbell-Johnson was 
installed as president of the Insti- 
tute of Public Relations at the 
annual general meeting last Fri- 
day. Other officers are: president- 
elect, William Simpson; immedi- 
ate past-president, M. J. Buck- 
master; and honorary treasurer, 
A. K. Vint. 

The council will include the 
above, with the addition of: Sir 
Stephen Tallents, Roger Wim- 
bush, T. Fife Clark, Lex Hornsby, 
Allan Ashbourne, Leslie Hardern, 
Sam Black, R. A. Paget-Cooke, 
Alan Eden-Green, Alan _ Hess, 
A. A. McLoughlin, Norman 
Rogers, T. H. Traverse-Healy, 
Geoffrey C. Young, F. C. Gill- 
man, Ian MacPhail, Yurka Galit- 
zine, E. Hereward Phillips and 
Miss Joyce Blow. 

In his address as outgoing pre- 
sident of the Institute, Col. Buck- 
master said: 

“Another year has gone by 
since we met—another year in 
which international crises, serious 
as they may be, have not entirely 
overshadowed the progress of the 
Institute. 

“Indeed it is fair to say that the 
very gravity of the international 
situation renders even more 
necessary than ever the work to 
which our Institute is dedi- 
cated. ... 

“We have been faced with the 


task of defining the standards of 
practice and the ethics of the pro- 
fession of PR. Progress has been 
made in this most difficult matter 
which your council will continue 
to examine with the greatest care. 

“One of the principal aims of 
the Institute is to ensure the 
highest possible standard of prac- 
tice in the conducting of PR by 
its members. 

“We have thought it desirable 
to establish a standard to which 
new candidates for membership 
should aspire. We have similarly 
felt that a long-felt want could be 
answered by the institution of a 
course in PR. 

“This step is perhaps the most 
important that we have taken in 
this year. There is every indica- 
tion it will prove successful.” 

The report and accounts were 
adopted. 


Eight more 
for ISBA 


New members of the Incor- 
porated Society of British Adver- 
tisers are: 

H. P. Bulmer and Co. Ltd., 
E. R. Howard Ltd., Kodak Ltd., 
the Marley Tile Co. Ltd., Phar- 
max __ Ltd., Scribbans-Kemp 
(Bakeries) Ltd., Singer Sewing 
Machine Co.. Ltd.,and United 
Rum Merchants Ltd. 


- y 
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Shurman resigns 
from Rank’s 


Sydney Shurman will relinquish 
his directorship of Rank Screen 
Services Ltd. at the end of the year. 
The Rank Screen Services group of 
companies has been undergoing re- 
organisation in recent months with 
a view to establishing a regional 
organisation and in order to deal 
better with the present requirements 
of the advertising market. As part 
of this process, Langfords—of which 
Mr. Shurman was general manager 
—has been integrated with Rank 
Screen Services Lid., and his duties 
become absorbed in the regional 
structure. “He feels that in the 
interests of the reorganisation he 
should now sever his connection 
with the company. The good wishes 
of his colleagues go with him,” said 
a Rank statement this week. 

* 7 * 

Bernard Winfield will join the 
John Delaney Organisation next 
week as sales executive, under Lewis 


da 
my * 


Leonard Hill, Leonard 


chairman, 
Hill Ltd., technical publishers, starts 
on a round-the-world business trip, 


aécompanied by his 


daughter, 
Lynette. 


Foster, sales director of the organ- 
isation. Previously he was with 
Granada TV Network Ltd. in Man- 
chester as live commercial admini- 
strator and sales executive, and 
before that was in the USA for a 
year with Trailmobile Inc., Cincin- 
natti. He began his career as adver- 
tising assistant to Ediswan Electric 
Co. and also spent four years as 
display and exhibitions executive in 
the central publicity department of 
Icl. 
* * 


Keith M. Hardy has _ joined 
Granada TV Network Lid. as 
manager of the sales promotion and 
research department. He was for- 
merly with Monsanto Chemicals 
Ltd. 


* * * 


O. M. H. Jackson, a director of 
Graham Lockey & Partners Ltd., 
has returned from Denmark where 
he visited the agency's client Det 
Forenede Dampskibs-Selskab (the 
United Steamship Co. Ltd.). He 
spent two and a half days conferring 
with the company’s advertising man- 
ager, C. Allentoft, and planning the 
company’s advertising for 1957. 


Kemsley post 


Kemsley Newspapers Ltd. have 
announced that Jobn Noble has 
been appointed general manager of 
Aberdeen Journals Lid. He was 
formerly on the staff of the Scots- 
man. For the past two years he 
has been acting as assistant to Wm. 
Veitch, director and editor-in-chief 
of Aberdeen Journals and a director 
of Kemsley Newspapers. 


* * * 


Mrs. P. G. Windebank is leaving 
the Guild Television Service Ltd., 
where she was a director. She is 
to join her husband, John Barclay, 
who is with the J. Walter Thompson 
Co. in the United States. Paul 


Usher has been appointed to Guild 
Television Service Ltd.. as head of 
the cartoon and puppet section. He 
has been with Masius & Fergusson 
Ltd. as an account executive. 


Councillor Robert H. Sharp, Mayor of St. Marylebone, welcomes Queen 
Elizabeth the Queen Mother to the Hospital of St. John & St. Elizabeth, 
St. John’s Wood, in connection with the hospital’s centenary celebrations. 
Councillor Sharp is chairman of the Robert Sharp & Partners Ltd, agency. 


New members for 
AA committee 


Three new members have been 
appointed to the research and 
Statistics committee of the Adver- 
tising Association under the chair- 
manship of Col. George Warden. 


They are: T. F. Henn, head of the 
advertisement department of the 
BBC; John Scott, of The Legion 


Publishing Co. Ltd. and son of the 

late founder of the Statistical Review 

of Press Advertising, Jesse Scott; 

and V. K. Watson, a director of 

Erwin Wasey & Co. Lid. 
* * * 

Maurice J. Seymour will again be 
press officer for the National 
Poultry Show at Olympia, next 
Wednesday to Friday. Organised by 
the two journals Poultry World and 
Farmer & Stock-Breeder, all stand 
space has been sold for the event. 
There will also be a daily conven- 
tion. 

* * * 

G. L. Mercer, publicity manager 
of Lamson Paragon Ltd.. has been 
elected next year’s president of the 
Office Appliance and Business 
Equipment Trades Association. 

(See Mainly Personal, page 46.) 

* * * 

Dudley Turner, of Dudley Turner 
& Vincent Ltd., who recently left 
St. Mary's Hospital, where he was 
receiving treatment for a coronary 
thrombosis, has now gone for a 
short holiday to Madeira. 

* * *x 

Miss Barbara Felton joined the 
staff of Reid Walker Advertising 
Lid. on Monday. Miss Felton will 
be assisting G. W. H. Gibbs, the 


director of media planning and 
buying. 

* * 
Miss Rosemary Flanders has 


joined Stuart Advertising Agency 

Ltd. as an assistant account execu- 

tive. Miss Flanders was previously 

a public relations executive with 

S. H. Benson Ltd.'s press service. 
+ * * 

Francis Butters, deputy public 
relations manager at F. C. Pritchard, 
Wood and Partners Ltd., has been 
elected to Active Membership of the 
Public Relations Society of America 


—the first British citizen to be 
admitted to this full grade of 
membership. He has been an 


honorary member of the American 

Public Relations Association for 

some time. 
*x * * 

J. C. Sutcliffe, a PR executive 
with London Press Exchange, will 
become PRO to Middlesex County 
Council in the new year in succes- 
sion to A. A. McLough'in, who is 
now the Advertising Association's 
information officer. 


(See Mainly Personal, page 46.) 
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The annual “Acre House” luncheon 


to agency media executives took 
place at the Connaught Rooms, 
London, last week, with John Ross- 
wick, advertisement director of the 
“Daily Herald’’—speaking here—in 
the chair. Ronald Perks, advertise- 
ment director of “‘The People’ and 
the “‘Sporting Life’ (left), and Hugh 
Holker, advertisement manager of 
the “Daily Herald,” also spoke. 


Obituary 
K. W. R. Horner 


Captain Kenneth William Ralph 
Horner, London representative of 
W. & G. Baird Ltd., publishers 
of the Belfast Telegraph, died at 
his home at Baldock, Herts, on 
Saturday from a heart attack. 

Captain Horner had been con- 
nected with the firm for 33 years. 
Born at Stockton-on-Tees, the son 
of a solicitor, he saw service in 
both world wars. 

In 1923 Mr. Horner joined W. & 
G. Baird Ltd. in London, and 
proved his worth as a salesman 
under the late Robert A McQuitty. 
On the death of Mr. McQuitty in 
1933, he was appointed manager, 
and the commercial side of the 
firm’s business across the Channel 
remained under his supervision, with 
London as his headquarters. 

Mr. Horner specialised in the 
lithographic side of printing, par- 
ucularly in the development of 
transfers and transparencies as ad- 
vertising media. He had a wide 
connection and was a popular fieure 
in the commercial and other circles 
in which he moved. 

He leaves a widow and 
married daughters. 

’ “~ re 
C. S. A. King 

Clifford Sidney Arthur King, who 
for nearly 40 years carried on busi- 
ness in Fieet Street as J. G. King & 
Son, advertising agents, died last 
Sunday at Battersea General Hos- 
pital, aged 63. He leaves a widow 
and a son, R. A. C. King, who will 
continue the business. 


C. H. Biggs 

C. H. Biggs, a former editor of 
the Contractors’ Record and Munici- 
pal Engineering, died last week at 
the age of 83. He took over the 
editorship from his father, the late 
C. H. W. Biggs, in 1918, and con- 
tinued until passing on his duties to 
his brother, E. J. Biggs, the present 
editor, in 1940, 


Latest Will 


Joun Bernarp Perks, of Brook 
Green, W.6, general manager and execu- 
tive director of The Builder, who also 
managed The British Clayworker and 
The Architect's and Builder's Com- 
pendium for companies associated with 
The Builder Ltd.. left £2,276 8s. 8d, 
gross, £1,773 Os. 3d. net value, 


three 
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Flippership or readership ? 


Everybody's - the weekly for those who read 
and remember. For Everybody's is the lively, 
intelligent weekly with the lively, intelligent 


readers. And they really are readers - not just Everybody's 


once-through glancers. If your sales message Saepeeehalr weekly 


is to be seen, to penetrate, to be retained a oo a 
it's time you advertised in Everybody's. 


4 


A. W. BURNETT, Advertisement Director, The Amalgamated Press Ltd., The Fleetway House, Farringdon St., London, E.C.4, Central 8080. 
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‘Ban all unessential rural-area ads’ urges 


‘preservation’ council 


COMMENTS ON MINISTER’S PROPOSALS 


The Council for the Preservation of Rural England believes 
that advertisement control under the 1947 Act will continue to 
be “disappointing” so long as it effects no perceptible net re- 
duction in the total volume of outdoor advertising displayed. 


Its observations, sent to the 
Minister of Housing and Local 
Government about his proposals 
for amending the Town and 
Country Planning (Control of Ad- 
vertisements) Regulations, 1948- 
51, show that in particular, they 
are dissatisfied with the slow 
progress made in designating 
areas of special control and 
securing the removal of “un- 
sightly” advertisements that were 
being displayed before 1947, and 
with the “widespread abuse” of 


Work starts on 
site for 
Brussels Fair 


At a ceremony held last week 
simultaneously at the Board of 
Trade in London and in Brussels 
the President of the Board of 
Trade, Mr. Peter Thorneycroft, 
pressed in London a switch which 
set a bulldozer in motion on the 
British site for the Brussels Uni- 
versal and. International Exhibi- 
tion 1958. This marked the 
beginning of work on the sité. 

The Brussels Exhibition of 
1958 is the first International 
Exhibition to have been held 
since the war. Some 50 nations 
will take part. 

Great Britain will be repre- 
sented by two _ pavilions—a 
pavilion organised on _ behalf 
of the Government by the 
Central Office of Information, 
and the British Industries 
Pavilion, organised on behalf of 
British industry by the Federation 
of British Industries through its 
— British Overseas Fairs 

td. 


the concession made for “adver- 
tisements on business premises.” 

Good results had nevertheless 
been achieved by those planning 
authorities who had been ready 
to make vigorous use of their 
powers, the council's statement 
continued. 

In general, control appeared to 
be less effective when exercised 
by county district councils under 
delegated powers. The council 
hoped that, apart from any ques- 
tion of amendment, the Minister 
would encourage a “more vigor- 
ous” policy on the part of the 
less active authorities. 

They welcomed the Minister's 
statement that strict control was 
needed not only in areas of high 
amenity but throughout the coun- 
tryside. 

In the council’s opinion, the 
object should be steady reduction, 
and as soon as possible complete 
elimination, of all unessential 
advertising in rural England. 

On the other hand, consider- 
able misgiving was felt at the 
suggestion to allow greater free- 
dom in areas where “outdoor 
advertising is not out of place.” 

The council had no doubt that 
that limit would soon be “grossly 
exceeded” if the requirement for 
prior approval were removed. 
They were by no means satisfied 
that greater freedom was in fact 
required. 

DPSPA date 

Annual meeting of the Display 
Producers and Screen Printers 
Association will be held at the 
Park Lane Hotel on February 12, 
following the annual luncheon. 
New associate member of the 
Association is Super Rax Ltd. 


‘Coaching’ ad ban to be considered 


Dr. Charles Hill, Postmaster- 
General, is considering whether 
to ban advertisements in stamp 
books and other Post Office 
material from correspondence 
colleges and other institutions 


claiming that, by coaching, they 
can secure for children entrance 
to grammar schools. 

Mr. Stewart (S., Fulham) pointed 
out in the Commons last week 
that the Minister of Education 


had stated: “I cannot believe any- 
one takes seriously a claim that 
coaching will get any child a 
place in a grammar school.” 

Mr. Stewart continued: “Does 
the Postmaster-General not agree 
that it is undesirable for the 
Government to get advertisement 
revenue from claims which the 
Government themselves say are 
bogus?” 


The difficulties of a iow balcony, badly-lit roof areas, and main stanchions 
with cross-brace girders, had to be overcome by the designer of the Ruston 
and Hornsby stand at the Public Works Exhibition at Olympia, Peter Walls, 


of the company’s publicity departmeni. 


The centre section of the display 


consisted of a white and chromium engine revolving on a turntable against 


a green flock background. 


On either side green engines were displayed 


against a white background. The stand was built by Olympia Ltd. 


Australian agents discuss plans 


for trade drive overseas 


Executives of the Australian Association of Advertising Agencies are 
conferring with Department of Trade officials about plans to assist 


the Australian overseas trade drive. 
This followed a suggestion by 
the Minister for Primary Industry 
and Acting Minister for Trade, 
W. McMahon, to the recent 
annual convention of the Four 
A’s that the association form an 
overseas advertising division. 
Mr. McMahon said the division 
might: 
@ Enable members of the asso- 
ciation to assist their Australian 
clients in overseas markets. 
@ Study advertising conditions 


The Australian Minister for Primary 
Industry and Acting Minister for 


Trade, W. McMahon, officially 
opens the Australian Association of 
Advertising Agencies annual conven- 
tion at Leura (NSW). Seated is 


Four A’s president, John Clemenger. 


and techniques overseas. 

@ Advise clients on the strength 
of advertising which is competi- 
tive with publicity for Australian 
products in oversea countries. 

@ Provide links with advertising 
agencies in all potential markets 
for Australian goods. 

Mr. McMahon said his depart- 
ment was not concerned with 
prestige publicity for its own sake 
but with advertising which would 
increase the overseas returns for 
Australian products. 

Following Mr. McMahon's 
address, the Four A’s president, 
John Clemenger, told delegates 
that Australia could not be pros- 
perous if it were a low-consuming 
country. 

He said: “Australia can con 
sume itself into prosperity pro- 
vided we do not have to rely too 
heavily on other countries for the 
things we consume.” 

And he added: “If we are 
going to make a job of selling 
Australia to the world we must 
first sell Australia to ourselves. 
If the Government and the indus- 
trial leaders care to do something 
about it, the Four A’s, whose 
business is mass communication, 
will willingly play their part.” 


IEA press officer 


Press officer for the Instru- 
ments, Electronics and Automa- 
tion Exhibition, which will take 
place at Olympia from May 7 to 
17, will be Gavin Starey. 
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me 


be 
wo 8 


i 
he 


As a merchandise 
manager. os 


I can usually recognize readers of 


Grood TMousekeeping 


From the moment they come into the shop they seem 


to know exactly what they want and why they want it 


published specially for the people who do the shop- 
ping. You'd be surprised how often I hear them say: 
—I suppose that comes of reading a magazine that’s “T saw it advertised in Good Housekeeping”’. 
It pays to keep advertising in Britain’s foremost home magazine— ahd it costs only £390 a page 


Olive A. Bird, Advertisement Manager, GOOD HOUSEKEEPING, 33 Ashley Place, London, 8.W.1. VICtoria 6699 
Good Housekeeping is published by THE NATIONAL MAGAZINE COMPANY LIMITED 


Publishers of : Good Housekeeping - Harper’s Bazaar - Vanity Fair - House Beautiful . She - ‘The Connoisseur 


The Good Housekeeping Books Proprietors of : The Good Housekeeping Institute 
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Registration of 
restrictive 
agreements 


The three-month period dur- 
ing which particulars of many 
restrictive trading agreemen‘s 
must be sent to the Registrar 
of Restrictive Trading Agree 
ments for inclusion in the 
register—which will, in due 
course, be available for public 
inspection — begins today 
(Friday). 

The kinds of agreements are, 
broadly, those dealing with 
prices, charges or conditions 
for the supply or processing of 
goods or with differentiation 
between traders or processors, 
says a Government statement. 
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Research Fellowship may result 


in ad study course 


TAPLIN SPEAKS TO CREATIVE CIRCLE 


Walter Taplin, who in January becomes the first Senior 
Research Fellow in Advertising and Promotional Activity at 
the London School of Economics, told the Advertising 
Creative Circle last week that his research might lead to the 
establishment of a course of professional study in advertising 
for young men and women coming into the business. 


He himself would be assisted 
by a number of recent graduates 
of the London School of 
Economics. 

Another result of his studies 
might be that he would write a 
book or a series of books. 

“I regard this as a serious aca- 
demic matter—as a_ university 
study for which there ist no 10 prece- 


‘ALL-IMPORTANT’ TO ANGLE 
SELLING AT WOMEN 


Describing his job as “the em- 
ployment of the arts of display, 
presentation and showmanship in 
the interests of industry and com- 
merce,” Leon Goodman, chair- 
man of Leon Goodman Displays, 
Ltd., told members of the 
Women’s Press Club in London 


‘Special arcas’ 


Proposals to schedule the rural 
areas of Kent and Wiltshire and 
also the city of Salisbury as 
“special areas” have been 
deposited, and are now being 
considered by OAIAC. 


Plastics in advertising 


The use of plastics in advertising 
was the subject of a talk to Man- 
chester members of the [AMA by 
R. Simpson (Future Craft Ltd.). 


Pavement-artist Charlie Worley 
this gift box in Trafalgar 
containing Vaseline Hand Cream 


drew 
quare, 


and Ponds Powder. This publicity 

effort was promoted by the J. Walter 

Thompson Co., agents for the 
Chesebrough-P Ponds Co. 


(sheowcards) UT TETY 


- MANCHESTER 


last week that “in advertising, 
marketing and merchandising, ex- 
ploitation of the woman's angle 
was all-important.” 

The enormous increase in the 
influence of women in our lives 
was “most vividly shown” in ad- 
vertising campaigns and_ sales 
techniques, he said. A men’s wear 
manufacturer had recently stated 
that two of every three men’s 
shirts were bought by women. 

“It’s pretty certain,” added Mr. 
Goodman, “that the third will be 
subjected to feminine approval or 
otherwise.” 

It was hard to find any product 
in the sales field in which the 
executives did not have to con- 
sider female reaction. 

But it was in the home that 
women’s influence was most 
clearly seen. Sales of washing 
machines had doubled ; refrigera- 
tors increased by per cent; 
electric floor polishers more than 
trebled and electric irons were up 
by a third. 


It’s Link now 


Link Information Services 
Limited is the new name of the 
public and press relations con- 
sultants formerly known as 
Lintas Information Services Ltd. 
Their address, Hesketh House, 
Portman Square, W.1, remains 
unchanged. 

Link Information Services have 
been retained for press and 
public relations by Oxer-designed 
Upholstered Furniture. Adver- 


tising agents are Lucien Produc- 
tions Ltd. 


dent in Great Britain,” he said. 

“For a precedent, indeed, you 
have to cross the Atlantic to 
America, where for 50 years or 
more, advertising has been re- 
garded as a perfectly respectable 
subject and as a right and proper 
matter for higher technological 
study. For this reason, I shall 
certainly visit America as soon as 
I possibly can, particularly Har- 
vard. Here is the only established 
home of studies comparable to 
the one I myself shall be under- 
taking.” 

He wanted to consider adver- 
tising as an “economic phenome- 
non,” and in doing so would con- 
fine his investigations to the field 
indicated by the definition of 
economics as “the application of 
scarce means to alternative ends.” 

In economic jargon advertising 
was a service which aroused, in- 
tentionally, subjective feelings 
within the readers of the adver- 
tisements. The fundamentals of 
advertising were human wants, 
in all of which social elements are 
involved. 

The choice of clothes, for 
example, was affected very largely 
by social considerations. From 
this came the importance of con- 
sidering motivation in human 
wants. 

Mr. Taplin proclaimed that he 
did not wish to adopt “any sort 
of moral attitude,” but he in- 
tended, in the interests of pure 
research, to pursue the truth— 

“elusive though it might prove 
to be.” 

At the same time the undeni- 
ably moral bias of some writers 
on the subject, together with the 
extent to which it had been 
ignored by economists, struck him 
as significant in view of the fact 
that the community as a whole 
regarded the activities of adver- 
tising as a worthwhile expendi- 
ture of over £300 million a year. 


Chancellor the guest 


Harold Macmillan, Chancellor 
of the Exchequer, will be the 
guest of honour at the annual 
dinner of the Incorporated Sales 
Managers’ Association to be held 
at seamen s on January 29. 


ja\o\> 


This scale model of the stand space 
available at the 1958 Mechanical 
Handling Exhibition at Earls Court 
was on show at the Paris reception. 


‘International’ 
show—for 
first time 

“For the first time in its 


history, the 1958 Mechanical 
Handling Exhibition is to 
international in character, 
thus open to displays by 
whole world,” 150 manufacturers 
of mechanical handling equip- 
ment and members of the foreign 
press from six countries—France, 
Germany. Belgium, Italy, USA 
and Great Britain—were told at 
an Associated Iliffe Press recep- 
tion in Paris. 

H. A. Collman, of the Asso- 
ciated Iliffe Press journal Mech- 
anical Handling, woich organises 
the event, gave an address of 
weicome. translations of his 
speech, together with handouts 
covering tne exhibition's history 
and development since 1948, were 
given to the guests on arrival. 

Mr. Collman’s address was 
followed by the international 
premiere of a 16-mm. colour film 
“Mechanical Handling on Show,” 
showing some of the principal 
exhibits from recent Mechanical- 
Handling Exhibitions. After the 
film, a staff of interpreters helped 
to answer questions concerning 
the next international Exhibition 
which will occupy half-a-million 
square feet of floor space at Earls 
Court in May, 1958. 

Also attending the Paris recep- 
tion were P. J. Joynes, editor of 
Mechanical Handling and man- 
ager of the Exhibition’s Conven- 
tion; M. Ayers, assistant to Mr. 
Collman, and Maurice J. 
Seymour, press officer. 


and 
the 


CENtral 4965/6/7 
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Complete the Campaign in colour with PPS TER repetition 


BRITISH POSTER ADVERTISING ASSOCIATION - LONDON POSTER ADVERTISING ASSOCIATION LTD. 
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Advertisement contracts: When can they 


Ferguson dealers are now receiving 
from Thorn Electrical Industries this 
new display—a “Posterpack’’—con- 
sisting of a red and yellow striped 
pillar supporting a poster with the 
message “ fne sets these Fergu- 
sons.” The display is packed in a 
4 ft. by 24 inch cardboard tube. 


200,000 invited 
to Hardware 


Trades Fair 


The Hardware Trades Fair, 
which claims to be Britain’s only 
specialised hardware fair, will be 
held for the third time in the 
Royal Horticultural Halls, West- 
minster, February 25 to March 1. 

Peter Harborne, manager of 
Universal Exhibitions Ltd., the 
organisers, stated last week that 
nearly 200,000 invitation tickets 
and trilingual brochures (English, 
French, German) have been 
mailed to home and overseas 
buyers covering about 90 coun- 
tries in all. 

The exhibitors, he explained, 
are manufacturers and _ sole 
agents, not wholesalers, and 
visitors include buyers from 
wholesale and retail organisations 
and _ stores, The Fair will 
occupy about 20,000 sq. ft. and 
house about 150 exhibitors. 

The Fair will be advertised in 
trade journals. It is now fully 
booked and the waiting list for 
1958 is “rapidly growing.” 

Among other fairs organised 
by Uniyersal Exhibitions is the 
biennial Grocery Trades Fair, 
which will be held next year at 
the Royal Horticultural Halls, 
July 8 to 11, 


PLASTIC 
Showcards, Displays 
and Packaging 


Pre-printed, vacuum formed 


be cancelled? 


THE LAW AND ‘FRUSTRATED CONTRACTS’ 


By Our Legal Correspondent 


The recent discussions on the cancellation of advertisement 
contracts, due to the international situation, have proved 
fruitful in that they have yielded results which are presumably 


satisfactory to all parties. 

Nevertheless, it might be useful 
to consider the strictly legal posi- 
tion on cancellations so that 
parties might be prepared if the 
situation should change. 

In law, as everybody knows, a 
contract is binding on both parties 
until both have fulfilled their 
obligations or the parties have 
agreed that they need not be 
fulfilled. 

Obviously, one party cannot, 
in law, say to the other> “I am 
cancelling my order for space,” 
and think that that is the end of 
the matter. If he does wish to 
take up such an attitude, then he 
must be able to justify his atti- 
tude, either by some clause in his 
contract, or for some reason 
which the courts will think 
sufficient. - 

The courts recognise that a con- 
tract can be “frustrated,” that is, 
owing to some _ circumstance 
which has arisen unexpectedly, 
one or both parties can cancel it. 

Indeed, in 1943, Parliament 
passed the Law Reform (Frus- 
trated Contracts) Act to deal with 
the situations which can arise 
where a contract governed by 
English law “has become impos- 
sible of performance or been 
otherwise frustrated.” 


Effect on advertisers 


But can an advertiser, who has 
booked space in the press, or on 
television, or on poster sites, or 
has given orders for printing, 
escape his obligations because the 
commodity he has to sell—for 
instance, petrol—is in_ short 
supply? 

In a case before the courts in 
1918 it was decided that a person 
who had contracted to sell cer- 
tain goods was not “discharged” 
(that is, released) from his con- 
tract when his source of supply 
dried up. 

Viscount Simon, in 1951, when 
giving a judgment in the House 
of Lords, pointed out that the 
parties to a contract were often 
faced, when carrying out the 
contract, with a turn of events 
which they did not at all antici- 
pate—a wholly abnormal rise or 
fall in prices, a sudden deprecia- 


tion of currency, or an unex- 


rue PYTRAM 


pected obstacle to the carrying 
out of the contract. 

But such a circumstance, he 
added, did not in itself affect the 


bargain. 
On the other hand, if a funda- 
mentally different situation 


unexpectedly emerged, the con- 
tract ceases to be binding. 

What is a fundamentally differ- 
ent situation? Is the introduction 
of petrol rationing by the Govern- 
ment a fundamentally different 
situation? 

Obviously, if there should be 
a reintroduction of “pool” petrol, 
or a temporary suspension of sell- 
ing by brands, that would be a 
fundamentally different situation, 
for the advertising of petrol is 
bound up with the different 
“makes” of petrol. 

If, however, the only different 
factor is that petrol is rationed 
then it is probable that the Courts 
would decide that there is no 
fundamental difference between 
the old situation and the new 
situation. 

“Pool” petrol therefore would 
probably justify cancellation of 
contracts, if the “pool” came 
about as the result of Govern- 
ment action. Rationed petrol 
would hardly justify cancellation. 

That seems to be the strictly 
legal position, but good will and 
good sense may after all bring 
about a different result. 


Publishers meet 
in London 


The executive of the Inter- 
national Federation of News- 
paper Publishers held meet- 
ings in London on Tuesday, 
Wednesday and _ yesterday 
(Thursday) at the invitation of 
the Newspaper Society. 

The delegates, led by the 
FIEJ president, T. Astarita, 
were guests of the Newspaper 
Proprietors’ Association for 
luncheon on Tuesday and 
were entertained at luncheon 
yesterday by Sir Eric Bowater. 

The Newspaper Society 
held a dinner in honour of the 
delegates at the Dorchester 
Hotel on Wednesday, when 
the guest speaker was Com- 
mander Allan Noble, Minister 
of State for Foreign Affairs. 


Changes in trade 


mark rules 


Some changes in the Rules 
governing trade marks are an- 
nounced by the Board of Trade. 
The prohibition on the use of the 
Royal or Imperial arms in trade 
marks has been clarified. 

In particular, such words as 
“Royal” or “Imperial” are no 
longer forbidden unless their use 
implies Royal patronage, past or 
present. 

The prohibition on the use of 
the word “Anzac” in trade marks 
remains in force. 

The revision also includes an 
extension from one to two months 
of the period allowed in certain 
procedures where applications 


have to be made to the Registrar. 


The silver jubilee dinner of the Odhams Press Golfin 
Connaught Rooms, was attended by 83 members an 


Society, held at the 
guests. The captain, 


H. D. Rochez, was in the chair, and guests of honour were Gilbert Harding 


and Eamonn Andrews. 


In this group are six members who also attended 


the Society's first annual dinner in 1932 (left to right): S. N. Brown, A. C. 
Duncan (president), Meyrick Good; H. Ainsworth, W. Surrey Dane (all 


past captains of the Society) and C. A. Bull (match secretary). 


Advertising models 
Animated displays 
Exhibition units 
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As from January Ist, 1957.... 


the Advertising Department of The B.E.T. Federation Ltd. 
will handle all the advertising on buses of 


the following companies : 


ok 
County Motors (Lepton) Ltd 
* 
Devon General Omnibus 
& Touring Company Ltd 
% 


Rhondda Transport Company Ltd 
a 


advertising 
SUTTON: 


THE ADVERTISING DEPARTMENT 


THE B.E.T. FEDERATION LTD 


Stratton House, Piccadilly, London, W.!. Telephone: Mayfair 8886 
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COM MIEN} 


DOES IT 
SELL? 


Public relations has been suspect 
since its incept.on because so 
much of its practice has been 
the securing of “free puffs” in 
newspapers and magazines and 
on radio and television. 

Editorial publicity has dominated 
the activ.ties of many self- 
styled consultants, and both 
advertising men and journalists 
have tended to despise the new 
“profession” while ignoring the 
real purpose and meaning of 
PR in its full and proper 
application. 

Recognition of this early-won 
reputation was given by T. H. 
Traverse-Healy on Saturday 
when he told an Institute of 
Public Relations one-day con- 
ference in London: “The 
further development of public 
relations depends upon the con- 
fidence of the community in 
the integrity of our practi- 

tioners. 


Misguided operators 


It is true that there will be little 
confidence in PR while mis- 
guided operators offer a bottle 
of wine for each mention of a 
product’s name, or hard cash 
for stories in gossip columns. 
But even the total removal of 
such b'emishes would not give 
PR the stamp of marketing use- 
fulness which alone can estab- 
lish it as a permanent feature 
of the selling operation. 

Unless PR can show that it helps 
to se'l, it may count its days as 
numbered in the event of real 
recession. 


Tail and dog 


Mr. Healy’s code of ethics may 
be considered highly commend- 
able by the high-priests of PR. 
But it is really little more 
than a statement of already 
recognised, honest publicity 
business principles. 

Developing this theme of “pro- 
fessionalism,” T. Fife Clark 
went too far when he asserted 
that “not everyone was agreed 
that advertising was entirely a 
good thing. while everyone 
approved the aim of public 
relations—the creation and 
maintenance of goodwill.” 

The tail mav be perky and attrac- 
tive, but it has a long way to 
go before it wags the dog. 
Public relations is useful only 


when ‘it sells—goods or ideas. 
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— over ‘woman asleep in the 


cinema’ ad 


H! What a rumpus there 
has been behind the 
scenes about one of the big 
display ads which has been 
running in Nestle’s “Milo 
means goodnight!” series. 

The copy in one of these 
striking displays read: J used to 
drop off in the cinema and toss 
about in bed. Then someone 
said: “Drink Milo.” I did—I still 
drop off in the cinema—but I fall 
fast asleep in bed! 

The illustration showed a 
middle-aged housewife sound 
asleep in a cinema seat. 

There was an immediate bang- 
ing of gongs and roaring of lions 
from Wardour Street. 

The agents who created the 
campaign, Dolan Davis Whit- 
combe & Stewart Ltd., say they 
heard from the Newspaper 
Proprietors’ Association that 
there had been a protest. 

The cinema industry—which 
shows a lot of ads and sells a lot 
of chocolate—objected that it 
was knocking copy. 

After talks with the client, the 
ad was withdrawn. 


‘ve been to Inglis 
for my wristlet-watch 


AS ADVERTISED WN 
THE YORKSHIRE EVENING PRESS 
Dé iF THE ABOVE CENTLEMAN WILL CALL! 
DURING BUSINESS HOURS, WE SHALL 


ee eine 
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An advertisement with a cartoon 
illustration in the “Yorkshire Even- 
ing Press” on Saturday had the head- 
ing: “I'm going to Inglis for my 
Ingersoll.” In the early hours of 
Sunday morning the jeweller was 
raided and a thief got away with 
£425 worth of watches and other 
valuables. Smart work by cartoonist 
Harry Gardner on Monday and this 
topical follow-up ad appeared in the 
“Press” on Tuesday. 


SPACE TRAVEL 


HERE arrived on the desk of 
A. E. Dobson, a director of 
Heslock Ltd.. of Leeds. on Wed- 


The 

- WELLINGTON PRESS 

© POSTAL ADVERTISING SERVICES LTD 
Specialists in every phase of Direct Mail Advertising 
144 CHARING CROSS ROAD LONDON WC2 

Write or ’phone for a FREE copy of Creative Postal Advertising 


“Well, 

gotten the name of the 

brand, perhaps you can 
hum the tune’”’. 


sir—if you've for- 


nesday of last week, an intriguing 
“information sheet” from the 
Daily Mail advertisement depart- 
ment. 

Offering space in the Mail's 
Motoring Guide, it asserted: 
“When spring comes in 1957, 
there will be more cars on the 
road than ever, and more busi- 
ness ahead for advertisers.” 

While extending “all sym- 
pathies due” to ad manager 
George Smale, Mr. Dobson com 
ments: “I cannot bring to mind 
a more sadly mistimed piece of 
promotion.” 


GOUNDRY’S APOLOGISE 


OUNDRY'S, the Redhill 
radio dealers who said in an 


ad in the Surrey Mirror “Nasser! 
Hungary! The Americans! 
Rationing? ! To blazes with 


them all!! Get yourself a TV 
and radio and enjoy yourselves” 
(this column last week) have 
apologised. 

In a follow-up last week-end 
they expressed “sincere regret” to 
people who had been offended 
by their copy. It was “not their 
intention to decry the struggle of 
the Hungarian people.” 

It is understood that they and 
the Surrey Mirror had quite a 
mail of protests from customers, 
including a number of advertis- 
ing men who live in the district. 


THAT’S SHELL... 
THAT WAS! 


ID you notice the great 
blank spaces taken by Shell 

in the national newspapers last 
week—an eleven-inch triple in 
the Daily Express, for example? 
All that one carried was five lines 
in the bottom right-hand corner: 
“This was to have been an 
advertisement for Super Shell 

Petrol. Instead it has become, 

in the national interest, a re- 

minder that you should use as 
little petrol as possible.” 

A lot of space in which to say 
so little. But a splendid thrust at 
the “no immediate cancellation” 
brigade. 


POSTER for Taylor, Walker, 
the brewers, depicts a man 
and an adder. 
Herbert A. Sayer, 
Surrey, wonders 
designer was 


of Shirley, 

whether the 
familiar with 
Proverbs 23. Verses 31 and 32 
read: “Look not thou upon the 
wine when it is red ... at the 
last it biteth like a serpent, and 
stingeth like an adder.” 


TOMORROW'S TOPICS 


@ Heavy publicity is expected for 
a range of wallpapers re 
designed in “family” style to 
suit every room in the house. 
New colours will be empha- 


. 


@ A big new national advertising 
campaign will break soon for a 
range of tape recorders and 
electronic office equipment. 


®@ More extensive use of commer- 
cial television is to be made by 
departmental stores in London 
a the suburbs in the New 
ear. 


@A new fluorescent light fitting 
for the kitchen will be on the 
market soon. 


@ Changes at the top of a well- 
known London agency will be 
announced soon. 


® Oil interests are meeting repre 

sentatives of the poster indus- 

try this week to discuss cancel- 

lation problems. No disagree- 
is anticipated. 


@ A new range of furniture is to 
be introduced with large-scale 
advertising early in the New 
Year. 


@ Another full range of soft 
drinks will chal'enge market 
leaders within the next two 
years. 


ROUND TABLE 
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udy your markets 
pain CANADA! 


COMPLETE, UP-TO-DATE 
MARKET ANALYSIS OF SEVEN 
KEY CANADIAN CITIES 


These seven booklets bring you complete, advance data 
on seven of the most important cities in Canada — Ottawa, 
Hamilton, Winnipeg, Edmonton, Calgary, Medicine Hat and 
Vancouver. 

You learn their buying power, retail sales, buying habits, 
number of households, retail outlets and types of industries. 
All this plus many more equally important and vital facts. 


Added together, they give you a complete up-to-date pic- 
ture of the factors which will influence your sales in seven key 
Canadian cities. In selling Canada, these cities make up a rich 
market you can’t afford to miss. They comprise the great 
SOUTHAM newspaper market . . . a $1,775,371,000 market 
covered by the seven Southam newspapers with more than 
1,500,000 loyal readers daily. 

With the Southam Survey on your desk, you can save 
yourself hours of research and correspondence. All the infor- 
mation you need will be available at your fingertips when you 
want it. 

These booklets are published as a service to all those who need 
up-to-date authentic facts and figures on Canadian markets. 
Order your free copies today. 

Write to: 

F. A. SMYTH, 34 Ludgate Hill, London, EC4 (or telephone City 2784). 


REPRESENTATIVE: 


THE SOUTHAM <i NEWSPAPERS 


OF CANADA 


OTTAWA CITIZEN ©*© HAMILTON SPECTATOR © WINNIPEG TRIBUNE © CALGARY HERALD 
MEDICINE HAT NEWS *© EDMONTON JOURNAL *© VANCOUVER PROVINCE 
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Are you selling in this 


Of course, you are; twenty million people live here! But are you reaching the larger audiences 


Biggest Audiences 


Weekend Audiences are the Biggest 


Weekend programmes feature the top-rating shows — the 
mass appeal shows that attract the largest number of viewers. 
This means that through the ABC Television Network you 
will get audiences like this : 


800,000-1,000,000 homes reached by average Saturday/ 
Sunday shows. 


1,250,000 homes reached by top Saturday /Sunday shows. 


6 out of 10 homes. Starting next January, you will be 
able to reach 1,650,000 homes in the Midlands and North 
through ABC. In other words, your sales message will 
reach 6 out of 10 ITV homes! 


More people. At weekends families get together, visitors 
call in to watch television. Recent reports show that on 
Saturday and Sunday evenings there are 48 visitors in 
every 100 Midlands homes tuned to ITV.. For you, this 
means... 


A free bonus of 16°, greater audiences. 


More response. Weekend audiences are more relaxed— 
more responsive to your sales messages. 


Fast growing. Read on and you'll see that ABC gives 
you fast growing audiences throughout its network. 


And remember, the total ITV audience is growing fast, too. 
At the current rate 200,000 more sets are capable of receiving 
ITV every month. 


Best-known shows 


Buy into ABC time segments and you get the best-known 
shows, the glamorous shows, the prestige shows which will 
be associated by vast audiences with your products. Here 
are some of the programmes .. . 


“ Armchair Theatre” — Will reach an audience 
of over 3,125,000 people in ABC areas in 1957. 


‘ on g a 
“64,000 Question” — The most “ Sunday Night at the London 
talked-of programme of alll. Palladium” — The programme 


more often in the “‘ Top 10” than 
any other. 


And there are many other mass appeal evening shows to sell your 
products: Film Fanfare, Assignment Foreign Legion, Highway 
Patrol. On Saturday and Sunday afternoons ABC has spared no 
effort to build the success of the “‘ Family Hour ”, featuring such 
popular shows as Sir Lancelot, Robin Hood and Wild Bill Hickok. 
Glamorous, romantic, exciting, there’s something to appeal toall tastes. 


You Get a Stable Programme Structure for 1957 


The new ABC programme pattern has achieved a high degree of 
stability. You get all the benefits of continued weekend programmes 
built around the great prestige shows mentioned here. 
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market in 1957? 


ABC Television offers in this market ? This is why you should : — 


Really low costs 


You already have ABC’s 1957 rate card. It provides for the 
most precise planning possible with all these advantages : 


@ Costs going down. 1957’s costs per 1,000 homes will be 
as much as 60°, lower. 


@ = The early 1957 costs per 1,000 homes will range between 
6/- and 14/- (with many off-peak low-priced buys 
available). 


Buying the Network. ABC’s rate structure offers 
generous series discounts for the advertiser who simpli- 
fies his time-buying by taking the complete ABC 
network and covering 6 out of 10 homes with one order. 


@ Falling costs throughout 1957 as audiences continue to 
grow. 


This market is your market! 


The 20,000,000 people in this market are your customers ! 
Take advantage of the big weekend audiences, the mass 


appeal shows, and the low cost per 1,000 homes obtainable 
on the ABC Television Network. 


Compiete your 1957 schedule by buying 
into ABC time segments now 


Sell through the 


ADVERTISER'S WEEKLY 


Yorkshire Area: 


Midlands Area 


This is the vast ITV weekend market that ABC—and only ABC—-an offer you. 
Midlands area: 7,076,000 population. Birmingham conurbation: 2,257,000 
population. 

Lancs. area: 7,110,000 population. Manchester conurbation: 2,411,000 
population. Liverpool conurbation: 1,388,000 population. 

Yorks area: §,500,000 population. Leeds conurbation: 1,682,000 population. 


For full details of all ABC shows, and to discuss any aspect of 
your 1957 schedule, please contact : 

London Office: 

George A. Cooper, 

Advertisement Controller, 

ABC Television, Film House; 

Wardour Street, London, W.1. 

GERrard 7808. 
Northern Office: ARDwick 5641. Midlands Office: NORthern 
9361 /2/3. 


ABC Television Network 


A member of the Associated British Picture Corporation Group 
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DIFFERENT DIFFERENT 
COUNTRIES INDUSTRIES 


— ee ee ee ee ee ee ee ee i odnatintiandiondtiantnntioantiondiantinantzantinasiiondianthanthastbastinedtioadial 


% In each of these industries.and all of these countries there are electronics 
engineers who decide or influence the purchase of electronic equipment, 
components and materials. They see in their copies of ** Electronic Engineer- 
ing ’’ the advertisements of manufacturers who want to sell to them. 
This is where the wise supplier makes his first contact with this growing 


market and brings his product to the notice of these big buyers, who need 
supplies of all kinds now. 


“* Electronic Engineering”’ has a paid Circulation of 11,750 copies per month. 


For advertising rates and details of our circulation please 
write to :—C. Lynton-Harris, Advertisement Manager 
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[HERE ought to be a rule 
(or perhaps a custom of 
the trade) against tasting copy 
when there is a V in the month, 
for that is the time when it 


tastes most stale, flat and 
possibly unprofitable. 
The Christmas advertising— 


which in the nature of things 
can scarcely be in perfect taste- 
is not yet in full swing and the 
advertiser who launches a new 
campaign in November is a rare 
bird indeed. 

There was one completely 
original and charming adver- 
tisement for a television set, 
but the agent concerned has a 
weird idea that if I mention 
any of his clients I should name 
him as well. For my part, I 
believe that if advertising 
agents want to hear the sound 
of trumpets they should book 
space and do their own 
blowing. 

There are in fact many reasons 
why I will not name the agencies 
who put out the advertisements 
mentioned in these articles. 


Creators unknown 


Some of them are too obvious 
to waste your—and the composi- 
tor’s—time, but there is one that 
is not so obvious. Looking 
through my last dozen articles, | 
find that I do not know with any 
certainty which agencies were 
responsible for 90 per cent of the 
advertisements reviewed. 

During the past 10 years I have 
often been completely astonished 
and sometimes embarrassed, 
when I heard the facts, and I have 
no doubt at all that this is a good 
thing ; not because the knowledge 
would affect my judgment of the 
advertisements but because it 
might affect the selection § of 
advertisements for review. 

Almost inevitably I should 
begin to worry because some 
agencies seemed to be getting 

—almost literally—too many 

cracks of the whip or pats on 

the head while others, nearly 
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jit happens se often as w be beyond mese coincidence 
‘ that, at these Gimes when conteniiment in iciaxalion 

is heightened iato luxury, the cigareues are by 
 RENGON  AMEDEES— Ggarcie w cardlally made, a 


from the finest of fine wbaccos 


eh Whew only the best will do 


wr 
sa 


21 


ADVERTISER'S WEEKLY 


REVIEW OF ADVERTISING 


The medical men face a similar dilemma—should 
they tell? COPYTASTER is strongly of 
the opinion that he should not. He says— 


Agents should sound 


their 


as deserving, were inadvertently 
ignored. Far better that I 
should continue to be as in- 
calculable as Ernie, the elec- 
trical random number indica- 
tor whose favours to premium 
bond holders next June will fall 
as impartially as the rain that 
falls on every just and unjust 
fellow. 

Meanwhile I am still faced with 
this dearth of original and excit- 
ing advertisements and I must 
try a lucky dip into the box of 
cuttings that were crowded out in 
more prolific months. 

But before I do so, I must just 
touch on yet another example of 
the thought-transference that I 
discussed a month ago. 


Blown across ocean 


One of the big cigarettes in the 
United States—I think it is called 
Marlborough or Marlboro—has 
for several months been display- 
ing the headline or slogan “You'll 
find a lot to like in Marl- 
borough.” Borne on the prevail- 
ing wind it has already crossed 
the wide Atlantic and now you'll 
find there’s a lot to like in a 


Bristol. 


The serious ques 
tion that arises in 
this advertisement 
is whether the 
waiter can tell the 
difference between 


man and a 
p woman. The whole 
situation, thinks 


Copytaster, is 
enough to make 
the observant 
« reader look again. 


oun 


Undeniably one of 
these models has 
three arms ... but 
Copytaster wonders 
whether much sym- 
pathy will be forth- 
coming from the 
reader. 


But there is more to say about 
smokes. 


Piccadilly cigarettes have 
developed a startling mew 
gimmick—a _ photograph in 


which one of the models un- 
deniably has three arms— 
two right and one left. Once 
you notice it you will find it 
as disturbing as an eye-patch, 
although I doubt if it wins as 
much sympathy from readers 
as the man in the Hathaway 
shirt. 

The first sentence of the copy 
for this one is a pretty good 
example of double-talk: 

“It is an interesting reflection 
that Piccadilly No. 1 have 
gained their acceptance among 
influential people entirely on 
their merits and by recommen- 
dation from one smoker to 
another.” 

The word to reflect on here is 
“entirely.” 

Nobody has been persuaded to 
“accept” Piccadilly No. 1 by ad- 
vertising or by display material 
~—it has all come from personal] 


trumpets 


top level conference 


recommendation. If that is the 
case, I do not see how the tax 
inspector can possibly pass the 
advertising appropriation as a 
wholly necessary business 
expense. 


Not saying much 


Incidentally, the word accep- 


tance in this context almost 
damns the product with faint 
praise. When you say that a 


cigarette is accepted in influential 
circles you are saying no more 
than that it is not actually re- 
fused, rejected or blackballed, 
and it rings as strangely on the 
civilised ear as the servants’ hall 
phrase about “an acceptable 
Christmas present.” 

What the copywriter meant 
was “welcome,” and I cannot 
think why he did not write it. 

Yet another cigarette has 
found a gimmick calculated to 
make the observant reader 
blink and pause and look again 
to be sure his eyes have not 


@ Continued on page 22 
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To bridge the production gap St. Clements 


provide a comprehensive typesetting, block- 


making and stereotyping service which works 


24 hours a day. 


Agency production men find St. Clements 


have a ready understanding and the quick 


grasp of essentials which avoids confusion. 


P.S. means to us Personal Service which we take seriously 


enough to suggest that we almost become an extension of your 
own Production department. 


St Clements 


typesetting 
process foundry 
complete day and 
night service 


ST. CLEMENTS PRESS LTD. 
PORTUGAL STREET, KINGSWAY, W.C.2. Telephone: 


HOL 7600 
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Copytaster suggests when 
to read the ad aloud 


The only 

sweets 
with these 
lovely liquid 


centres 


Despite its devas- 
tating pun, Copy- 
taster thinks that 
the headline seems 
wholly in keeping 
with product. 


played him false. This stunt 
is to use a drawing of a waiter 
handing a packet of cigarettes 
to a woman and saying: “You 
asked for Benson & Hedges 
cigarettes, Sir.” 

But this one also misses the 
impact of the black patch. If 
you are going to use three-armed 
models, or waiters so uninstructed 
in the facts of life that they can- 
not tell men from women, you 
must put them in the foreground 
or make the artist or photo- 
grapher highlight them in some 
way. If you let them merge un- 
obtrusively into the picture they 
lose all the stopping-power that 
alone excuses such strange ideas. 


Memorable exercise 


The copy for this one struck 
me as a really memorable exer- 
cise in the art of using a lot of 
long words to say nothing much. 

“It happens so often as to be 
beyond mere coincidence that, 
at those times when content- 
ment in relaxation is height- 
ened into luxury, the cigarettes 
are by BENSON and HEDGES 

—cigarettes so carefully made, 

from the _ finest of fine 

tobaccos.” 

That strikes me as being pre- 
cisely 39 words too long. 

Incidentally, when a copywriter 
decides to “write lovely” he 
should try to imagine how the 
copy would sound if he had to 
read it aloud. “Jt happens so 
often as to be beyond. .. .” is 
by no means lovely to listen to 
or easy to say. 

In the same rather florid style 
but not nearly so vapid is this 
copy for Sobranie Straight Cut: 


“The cost of smoking is not 
to be measured by price alone. 
Count too the value of solace, 
the worth of contemplation, the 
coinage of pleasure. In a 


Sobranie Straight Cut you buy 
the rarest Virginia leaf matured 
in cask as rarest vintage wine, 
you pay for the hereditary skill 


@ Continued on page 24 


The cost of smoking is net to be measured by 
price-alone, Count too the value of solace, the 
worth of contemplation, the coinage of pleasure... 
Ip « Sobranie Straight Cut you buy the rarest 
Virginia leaf matured in cask as rarest vietage 
wine, you pay for the bereditary shill of three 
generations of gifted tobacco 
experts, you exchange money for 
making pleasure unalloyed. 

SOBRANIE VIRGINIA 


Straight Cut 


Cigarettos 


For those who like copy of the 

“about - to - burst - into - bloom” 

variety, Copytaster thinks this 
pretty good. 
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A shot from the second ‘‘Tips’’ insertion 
for the Bacon Information Council 


Cinema Advertising 
brings home the Bacon! 


A SUBSTANTIAL PROBLEM confronted 
the Bacon Information Council and 
their Advertising Agents, Erwin 
Wasey & Company. Bacon for break- 
fast was an established habit; bacon 
as a main dish at other meals was 
comparatively rare. 

If ever there was a case for 
“selling the sizzle’’, this was it! 
Colour! That was the need; and for 
this reason the cinema took an im- 
portant place in a very extensive 
media plan. 

In October 1955 a filmlet was re- 
leased to 186 cinemas. From Jan- 
uary to June 1956 a star cast includ- 
ing Jill Adams, Jerry Desmonde 
and Peter Butterworth appeared in 
a two-minute film entitled ‘‘Delici- 
ous’’, shown all over Britain. This 
was quickly followed by an inser- 
tion in the then-new magazine-film 
“Shop”, featuring Hazel Court. 


Next came’ Jeanne Heal in a picnic 
and sailing episode in ‘“Tips’’. 

By this time public reaction to 
these films was developing favour- 
ably, and a further insertion in 
“Tips’’ was produced, featuring 
Ruth Dunning. 


Merchandising the Filme 


Filmlet, film, “‘Shop”’, ‘“Tips’’—all 
in colour—full use indeed of the 
cinema medium; and in addition to 
the normal schedule, the films were 
used to support the Bacon Weeks 
held in Glasgow, Oxford, York, 
Sheffield, Cardiff and Newcastle, 
the prizes being presented in im- 
portant localcinemas. Toencourage 
retail co-operation, the Council 
merchandised the films by the issue 
of recipe leaflets, window bills, 
showcards and other display mat- 
erial, and by direct-mail shots to 


buyers and wholesalers, letters to 
the local papers and cinema mana- 
gers. There were also regular 
releases to the Trade Press. 

The enterprise of the Council and 
of its forward-looking and imagina- 
tive Advertising Agency has been 
properly rewarded by a widespread 
acceptance of bacon as a main dish, 
a pronounced intensification of 
interest among the retail trade, and 
a considerable volume of editorial 
space devoted to the activities of 
the Council. 

For the production and distri- 
bution of all these films, the Bacon 
Information Council used the 
services of the Man-with-the-Gong 
—symbolising The Rank Organisa- 
tion. Allthe Rankscreenadvertising 
activities are centred in Rank 
Sereen Services Limited, 11 Hill St.. 
London, W.1. (Grosvenor 6353). 
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InIreland... 


& 


the Top of the Market™™ 


read THE IRISH TIMES 


—the Top of the Mornings 


MEMBER OF AUDIT BUREAU CIRCULATIONS 


London Office: 59, Fleet St., E.C.4 
Telephone: FLEet St. 4350 


a group of nine 


influential newspapers 


A.B.C. NET SALES 


120.911 


LONDON: E.W. PLAYER LTD., 30, FLEET ST. ECA. 
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TEXTILE 
MANUFACTURER 


EMMOTT & CO. LTD., 31 KING STREET WEST, ee 3 
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LONDON OFFICE.: 50 TEMPLE CHAMBERS, TEMPLE AVENUE. 
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Posters for a British ale 
get the French treatment 


SERIES of new outdoor 
posters, designed for 
Taylor Walker's “Reserve” 
special pale ale by the dis- 
tinguished French artist Andre 


| Francois, have begun to 
appear in certain London 
areas. For the past four 


years posters have been the 
main medium for this high 
quality, strong pale ale. 


To get out of the rut of 
brewery posters was the initial 
plan behind the new campaign 
and the idea of commissioning 
Andre Francois came from Erwin 
Wasey and Co., Ltd., who handle 
the account. They envisaged 
something humorous’ without 
being mundane or funny merely 
for the sake of being funny. 
They sought for something 
striking and distinctive yet basic- 
ally simple and direct. The draw- 
ings of Francois seemed to have 
just the edge that was needed. 
There was never any question of 
wielding the “art for art’s sake” 
axe, 


The ultimate criterion 


An arresting visual illustration 
of “Reserve for extra strength” 
which would sell more of the 
beer was the ultimate criterion. 
That, plus the idea of using an 
expansive white background 
which would emphasise both the 
particularly stark, bold qualities 
of the drawings and colours, were 


RESERVE 


for extra strength 


TAYLOR WALKERS SPECIAL PALE ALE 


The French touch is well in 

evidence in this strong-man-clown 

poster design for ‘Reserve’ pale 
ale. 


the only stipulations made by the 
agency. Beyond that the artist 
was given a free hand. 

But only after Francois had 
returned with a number of sug- 
gested design ideas did Erwin 
Wasey devise them as a campaign 
of four consecutive posters. One 
of them appeared in - ADVER- 
TISER’S WeeKLy, September 21, 
page 42. 

The artist is well known 


@ Continued on page 26 
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REVIEW OF ADVERTISING—continued 


of three generations of gifted 

tobacco experts, vou exchange 

money for smoking pleasure 
unalloyed.” 

I happen to dislike the style of 
this, but that is a personal idio- 
syncrasy. For those who do like 
it I should say it was pretty good 
of its kind. An American editor 
once described such copy as not 
merely flowery, but bursting out 
in bloom. 

Apart altogether from his style, 
the writer is possibly—I would 
even say probably—very unwise 
indeed, with cigarettes at their 
present prices, to harp quite so 


emphatically on money, cost, 
coinage, and price. 
Many smokers (perhaps 


most) have a suppressed bad 
conscience about the money 
they spend on cigarettes and 
they are likely to resent quite 
strongly anybody who brings 
their bad conscience to the sur- 
face and reminds them of their 
naughtiness. 

They do not want to think 
about the price any more than 
they must and they are apt to 
shy away from anyone who 
forces them to do so. There is 


no doubt in my mind about this 
at all, and I am sure that every 
psychologist and motivation re- 
search wallah will agree. 
Punishing headline 

I SEEM to remember mention- 
ing with considerable enthusiasm 
the advertisements in colour for 
Meltis New Berry Fruits two or 
three years ago and was then 
mildly surprised and gratified by 
the arrival from either the agency 
or’ the manufacturer of a small 
box of them. 

So I hopefully report that their 
latest headline, despite its devas- 
tating pun, seems wholly in keep- 
ing with a product of this kind. 
It simply says: I love juicy. 

* * * 


RUNNING UP the moving stair- 
case in an underground station 
my eye was caught by a placard 
with this startling message :- “The 
best bug in bread—Procea, which 
just shows what can happen when 
artless advertisers are persuaded 
to use the “freehand script” that 
visualisers find it so much quicker 
to put into their layouts than an 
indication of good lettering or 
type. 
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It is difficult to wax eloquent in an advertisement 
measuring perhaps 2” x 3}”—and you are extremely 
unlikely to be able to use colour. Size and colour, 
judiciously employed, are powerful salesmen —and 
DIRECT MAIL enables you to use both of them, 
with maximum effect and at reasonable cost. 

After nearly 90 years we have accumulated much 
experience of the use of colour—and as for size, this 
of course is where our specialized knowledge comes in. 
Size, and shape, in mailing are subject to limitations 
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With nearly 90 years’ experience 
SMITH, DALBY-WELCH 
have learned the value of 


SIZE and COLOUR 


both practical and official, which we know by 
heart. Our advice to you therefore is: think in colour 
and think big, but let us help you at the thinking 
stage. When it comes to the practical work, you can 
sit back and leave it to us. Comprehensive, up-to-the- 
minute mailing lists, modern fast running machinery, 
skilled staff — we have all it takes to ensure that every 
mailing reaches the right people at the right time. 

May we send you a copy of our booklet ‘ DIRECT MAIL 
THROUGH S.D.W.” ? 


If you would like to see a Direct Mail House in 
action — please telephone us. We welcome visitors. 


SMITH, DALBY-WELGH LTD 


POSTAL ADVERTISING CONTRACTORS 


ESTABLISHED 1868 


LONDON E.C.1 TEL: MON 9671 (5 lines) 
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Retailers 


prefer the 
local press 


In a survey published under the 
title *‘ What Retailers Think of 


The acid 
Bath test 

Take one new Press advertis- 
ing campaign for any consumer 
product, operate it on a pilot 
scale in the Bath Chronicle alone 
—and you'll get a reliable indica- 
tion of its potential effect on the 
whole of Britain. 

Why ? 

Firstly, because all classes, 
Leisured, Business, Professional, 
Industrial and Agricultural, are 
represented in Bath and its 
adjacent country areas. 

Secondly, this ONE paper 
gives you positive blanket cover- 
age of them all—1} copies are 
sold for every household in the 
city, and it also has a big circu- 
lation in West Wilts and North 
Somerset through the Branch 
Offices at Trowbridge, Chippen- 
ham, Devizes, Radstock and 
Keynsham. 

Thirdly, space costs only 10/- 
per S.c.i., so your answer will be 
economical as well as accurate. 


In any schedule intended to | 
cover the West, this prosperous | 
area can only be reached through 
the Bath Chronicle. 


You’re selling to Britain in 
miniature when you’re selling 
to BATH through the 


a= | 
WILTS 


Bath 
Chronicle « veRao 


QSTABL ISHED Tee 


| 
* ee . - c 


* Not to mention the three weeklies which | 
reach the prosperous West Countryman at | 
week-ends when he has the time to read 
them:—SOMERSET GUARDIAN, WILT- 
SHIRE NEWS & BATH WEEKLY 
CHRONICLE. Get details from S. H. 


Advertising Media, "’ press ad- 
vertising was shown as over- 
whelmingly the first choice, and 
of the different types of press 
advertising, local newspaper ad- 
vertising was the first choice of 
most retailers. 


For the readiest co-operation 
from the retail trade you can’t 
better the Middlesex County 
Press. 


NET WEEKLY 
161,685 
SALES (ABC) 
per 57/6d. s.c. in. 


Middlesex 
County 
Press 


HIGH STREET, UXBRIDGE 
Phone: UXBRIDGE 8383 


140,285 


COPIES WEEKLY 


A.B.C. Net Sales 
Jan.-June, 1956, 


Every week the H.C.N. papers 
are the SURE selling force in 
this great market. Complete 
coverage in the publishing 
centres, and effective circula- 
tion throughout the 1,000 
square miles in Beds, Herts, 
and Bucks, covered by the 
Group. 

No other combination of media 
can do a comparable selling 
job, at a comparable cost, in 
one of the best test markets 
in the country. 


PER TRADE 
S$ COL _ FLAT 
INCH RATE 


Rate Cards on application 
Represented in London by 
WILL KITCHEN, Jor. LTD’ 
131 Fleet Street, E.C.4. FLE 196) 


Head Office LUTON Phone 5050 
Advertisement Manager: C.W. Gilder 
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Difficulties 
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defeated in 


beer poster series 


Unusual technical problems were encountered—and solved—by the 
Erwin Wasey art department when the Andre Francois designs for 
the Taylor Walker posters were received. 


England for his cartoons and 
humorous line drawings in Punch 
and Lilliput, as well as for his 
children’s books and an an- 
thology of his cartoons. And to 
judge from the effect upon sales 
already noticed, the choice of 
Francois for the promotion of 
beer sales seems to have been 
vindicated. 


Reproducing the strokes 

Due to the free-style treatment 
he employed, the printing of the 
posters presented unusual tech- 
nical problems. Every brush 
stroke, every point of detail had 
to be reproduced facsimile. The 
origina] sketch was photographed 
down to a size which would fit 
under a projector, and then each 
section in turn was thrown on to 
a special screen, comprising the 
61 by 41 inch sheets that made 
up the 16 sheet. That ensured 
a perfect blow-up to the finished 
size and the draw-up (or blow- 
up) was then fully coloured to 
match the original. 


Call for accuracy 


The problem of transferring 
the fully coloured working draw- 
ing to the screen was overcome 
by combing conventional hand- 
cut stencils and blocking out 
direct on to the screen with filler. 
Great accuracy and skill was 
needed, but correct reproduction 
of the original dry brush work 
was guaranteed. Photographic 
stencils were employed to repro- 
duce the bottle. From this stage 
on the printing went through in 
the usual manner, but under 
the close supervision of Erwin 
Wasey’s print department, the art 
director and the artist himself, to 
maintain complete fidelity to the 
original. 

The four posters, in 16 and 48 
sheets, are appearing in central, 
north-east, east and south-east 
London districts, stretching out 
as far as the Chelmsford brewery. 
These are the areas which cover 
Taylor Walker's main outlets. 
Each poster will run for three 


TAYLOR WALKERS SPECIAL PRLE fit 


Each poster in the series is to run 
for three months in the main 
areas of distribution . . . 


RESERVE 


... and window bills, and other 

point-of-drink items have been 

produced to conform to the 
poster designs. 


months and, in addition, window 
bills, show cards and cut-outs 


incorporating the Francois de- 
signs, will be used extensively. 
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Trapinex point-of-sale displays are 
cleverly constructed for pleasing 
presentation and strong sales appeal, 
from original designs produced by 
our unique team of artists and 
designers. 

Modern methods of reproduction 
and construction are used to give 

a complete service of which we are 
justly proud, . 


Ring or Write today: 


TRAPINEX 


COMPLETE DISPLAY SERVICE 


TRAPINEX LTD. DISPLAY DIVISION 


176 Acre Lane, Brixton, London SW2 
Telephone: BRixton 2057 (4 lines) 


COUNTER DISPLAYS - WINDOW DISPLAYS 
SHOWCARDS - TUBE CARDS POSTERS - ETC. 
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Opportunities for 


SELLING 


THE TATLER 


Measured by RESULTS, The Tatler is 
probably one of the greatest sales makers of 
our time. Of course, no publication can be 
all things to all advertisers but this we can 
say with no fear of contradiction: that for 
selective selling of high quality merchandise 
The Tatler has no equal. 


THE SKETCH (fortnightly) 


If, after explaining to a client the many 
obvious merits of The Sketch fortnightly as a 
medium for advertising high quality merchan- 
dise, he still shows no interest, there is only 
one thing to do: put a copy into his hands so 
that he can see for himself how many famous 
firms grace its advertising pages. Then, per- 
haps very, very tactfully, the point could be 
made that shrewd advertisers like these don’t 
grope. They know that The Sketch pays... 
in sales! 


THE SPHERE 


The Sphere, unlike any other Illustrated News- 
paper, keeps readers in touch week by week 
with industrial and commercial development 
at home and in the Commonwealth. This is 
part of an editorial pattern which provides a 
certain indication of The Sphere’s quality of 
readership, The Sphere’s influence and The 
Spheres deep penetration into the heart of 
British life and industry. 


SPORT & COUNTRY 


There is nothing “ small’ about Sport & 
Country readers—56.3°% farm 300 acres or 
more—who are among Britain’s biggest and 
most important agriculturists. A small appro- 
priation goes a long way in Sport & Country 
... it reaches the leaders of the industry with 
certainty at the lowest possible cost. 


THE ILLUSTRAT; 


ON DON ie: 


On personal spenc 


The cl arest indi + . ‘ a 
. b 72 , 


excess of £2,000 a year; 60° 
d { 


eS 0 
over 40°), for exa 


» OWN 4 refrigerator (the average of 


is 8 im every 
T every 100 households), and every 1 


V ag do 4 4 . 


40.07% of ILN ret 


It is manifestly ‘rue to say that readers of 
News enjoy a higher standard of eracion 
Loup of people in Britain today 7 b ‘ 
they drink well! “7774; MIGI ry 
THE ILLUSTRATED LONDEN 


motion brochure—js available to adj 
request. 


er tis 


* 4VAILABLEFOR ADVERTISING EXECUTIVES 
four Nielsen Circulation Studies and—for Sport 
& Country—a separate readership survey. 
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readers possess considerable 
example, have incomes in 
re of refrigerator ownership 


wns at least one motor car 
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speaks for itself is that the 


iousehold is 1.8 persons. 


ders of The Illustrated London 
gracious living than any other 

They live well, they eat well, 
sHTY INFLUENCE OF 
DON NEWS” —a new pro- 
advertisers and their agents on 


[> NEWSPAPERS LIMITED, INGRAM HOUSE, 195, STRAND, LONDON, W.C2 TEMPLE BAR 5444 
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oy E have it on good 

authority — from our 
womenfolk, to be precise— 
that men are something of sen- 
timentalists where clothes are 
concerned.” 


That was written by the man- 
aging director of Moss Bros. 
Ltd., in a “ personalised” letter 
enclosed with a sparklingly well- 
produced booklet entitled The 
Social Roundabout. 

The ultimate object, of course, 
is to sell (or hire out) clothes 
tailored by Moss Bros., but Eric 
Keown’s text eschews obtrusive 

‘sales talk. In fact, apart from 
some esoteric allusions in the fore- 
word and epilogue, its general 
strategy is to link the highlights 
of the English social calendar 
with their special sartorial tradi- 
tions. 

If its treatment does indeed 
pander to sentimentality, as the 
managing director's message 
seems to imply, then at least it 
is sentiment in the approved, 
manly and very English vein of 
understatement. 


Glamour of tradition 

The illustrations by Francis 
Marshall—some of them in full 
colour—are perhaps more openly 
and unashamedly dedicated to 
that underlying sense of the 
glamour of tradition that sup- 
ports and nourishes the idea of 
dressing up for the occasion. 

His impeccable and unerr- 
ingly penetrating characterisa- 
tion is redeemed from mono- 
tony by the deftness of his 
pray emery 4 , his ability 
© construct re grou 
“in depth.” - 

_ Unlike so many practitioners 
in the fashion field, too, he has a 
very happy knack of achieving 
harmonious boundaries to his 
line-and-wash treatments: to be 
able to reach the edge of an 
allotted area without arbitrary 
surgery may be taken for granted 
when the operation is wholly 
successful, but it seems usually to 
be one of the last lessons to be 
mastered by aspirants in this 
exacting field. 

The typographical treatment is 
appropriately subdued, but never- 
theless entirely satisfying, in 


ane Jat tne 


Print Review 


An approach to men’s wear promotion in 
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the best English tradition of understatement 
has been found in— 


An ad booklet that sells 
clothes with good taste 


HENLEY ROYAL REGATTA 
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The illustrations by Francis Marshall which appear in the booklet 
issued by Moss Bros. are “unashamedly dedicated to tradition.” 


generously leaded Monotype Bas- 
kerville, with soundly handled 
text setting and neatly letterspaced 
cap display lines. 

The offset litho machining be- 
haves with scrupulous fairness to 
the text matter and compliments 
the lustrous brush treatment of 
illustrations, 

The production was by T. B. 
Browne Ltd., but the booklet 
apparently lacks a printer's im- 
print. 

* + . 

Ler us turn now to Facts 
about Man-Made Fibres—a book- 
let intended “ to provide accurate 
non-technical information about 
the properties, advantages and 


A double page spread from the annual report issued by Thomas Hedley 
& Co. Lid. Clean and appropriately chaste, says Graphicus. 


care of ail the man-made fibres 
now produced in Great Britain.” 
An accompanying letter from 
its sponsors, the British Man- 
Made Fibres Federation, explains 
that it is not intended for distri- 
bution to the general public. 


Reflecting the interest 


The Federation represents all 
sections of the textile industry 
concerned with the production of 
synthetic fibres and the fabrics in 
which they are used, and reflects 
the interests of 13 co-operating 
associations and industrial 
groups. 

The contents of this com- 
pactly planned booklet have 
been logically and economically 
presented and arranged for its 

, intended function, and to en- 
courage ready-reference. 


It proceeds in sequence from 
the generic characteristics of 
man-made fibres, their advantages 
and methods of manufacture, to 
the properties of the various pro- 
prietory brands now available in 
this country, and concludes with 
such useful ancillary information 
as lists of brand names and 
foreign-made fibres, and details 
of current research resources. 


Its cover design strikes a note 
of restrained but dominating 
informality with enlarged type- 
writer-style lettering—72 pt. 
equivalent—in yellow and re- 
versed in white on a soft grey 
ground. 

The text setting, in Monotype 
Plantin 110 and Plantin Heavy 


By GRAPHICUS 


with Grot 9 in display, makes 
excellent use of the landscape six 
by nine inches format. The press- 
work of the text pages unfortu- 
nately suffers from uneven, and 
at times excessive, inking, which 
reacts unfavourably on the pro- 
cess-screened brand name dis- 
play lines. 

The imprint claims production 
responsibility for the BM-MFF: 
the printer remains anonymous, 
although in a publication of this 
kind it is difficult to imagine 
which loophole of the statutory 
requirements of imprint justifies 
the omission. 


Excellent annual report 


THE PRE-WaR transatlantic 
trend towards elaborate and ex- 
pansive annual reports from 
public companies has gained con- 
siderable momentum in _ this 
country during the past 10 years. 
The latest exponent is Thomas 
Hedley & Co. Ltd., the British 
subsidiary of the Proctor & 
Gamble group of international 
companies. 


This is apparently the first 
occasion on which this company’s 
accounts have been presented in 
the form of an explanatory bro- 
chure—and appropriately enough 
it includes some historical back- 
ground material of particular in- 
terest to shareholders. 


The design and production is 
as clean and chaste as befits a 
publication from a leading con- 
cern in the soap and detergent 
field, and it sets its keynote with 
a spartan black-and-white cover 
embellished only with an em- 
bossed metal seal of the Hedley 
trade mark. 


Colour line-and-wash illustra- 
tions by David Knight in witty 
architectural style are very 
sympathetically reproduced by 
offset-litho, and are particularly 
well placed with generous use 
of white space to provide a 
varied and flexible layout. 

The typographical styling is 
simple and dignified, with well- 
handled text composition in 
Times Roman, but the Gill 
Medium display lines (which are 
apparently intended as a near- 
match with the company’s house 
style, as exemplified by their 
letterheading design) are perhaps 
unduly utilitarian. The printers 
were Thomas Forman & Sons, 
Ltd., of Nottingham. 
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Head Office & Works. 
Commercial Road, 
Gloucester. 

Tel: Gloucester 22281 /4 


Birmingham Factory. 
70 Caroline Street, 
Birmingham, 3. 

Tel: CENtral 1941. 


Birmingham Main Offices. 
Daimler House, 

Paradise Street, 
Birmingham, |}. 

Tel: MiDiand 0528. 


Cheltenham Factory. 
Chester Walk, 

St. Georges Place, 
Cheltenham. 

Tel: Cheltenham 3580. 


London Offices. 

22 oe Street, 
London, W.C.2. 

Tel: TRAfalgar 4277/8. 


Manchester Offices. 
Victoria Buildings, 

32 Deansgate, 
Manchester, 3. 

Tel: BLAckfriars 3851. 


Cardiff Offices. 

89 Newport Road, 
Cardiff. 

Tel: Cardiff 29316. 


We have been making good blow-ups from the day photographic paper of work we turn out you will find the 21’ x 9 job illustrated above at 
was “ invented ”. By now we know most of the answers, and they call _ the Building Centre, Store Street (off Tottenham Court Road), London, 
“ us “specialists” and “experts”. Advertising W.C.1. It is there on permanent exhibition, convenient for both 
CG Q Jp Agents raise their hats to us. Proper respect we call taxi drivers and people like yourself. ’ 
yy it. If you, or your clients, would like to see the sort 


MOST of the really good A 1 T 0 F y I E 4 
enlargements are made by 


THE AUTOTYPE CO. LTD., BROWNLOW ROAD, WEST EALING, LONDON W.13. EALing 2691-2-3. 
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With the coming into effect of an Act 
governing the supervision of 
alleged checks on competition— 
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Advertising men in Denmark now 
face anti-monopoly problems 


DVERTISING men in the 

United States and Sweden 
have already felt the reactions 
to “anti-monopoly”  regula- 
tions and laws enacted in those 
countries. Now the Danes 
have been forced to face the 
same situation. 

On March 25, 1955, a bill was 
passed for the supervision of 
monopolies and of limitations on 
competition. With the exception 
of article IV, the bill became law 
on July 1, 1955. But this article, 
which is of particular interest to 
advertising people, was not 


FUGUS OU 
DENMARK 


Agreements, resolutions and 
stipulations minimum 
prices or profits by resale in 
successive trade links must not 
be enforced, unless the Mono- 
poly Supervisory Council has 
sanctioned the agreements, etc., 
in question. 
may be given, when there are 

in favour 


enforced until July 1 of this year. pee PERSONS 
The following is a translation of ered}. : 
the relevant section: The question 


Agreements, resolutions 
and stipulations regarding 
the establishment of mini- 
mum prices. 


fixing 


Such 


now 


gee. 

é \8 
FOCUS YOUR FACTS 
ABOUT DENMARK! 


42, of the total Danish households read 


FAMILIE JOURNALEN 


Denmark’s biggest weekly ! 


FAMILIE JOURNALEN has a net-sale of 
309.895 copies every week and a very big 
“hidden” circulation. ‘“ The Aller Reader- 
ship Survey, 1955°* shows that 42% of 
the total Danish households read FAMILIE 
JOURNALEN. 

FEMINA—the modern woman's magazine. 
Net-sale 120.159 copies weekly. 

SE OG HOR the Danish picture magazine 
with the increasing circulation, Net-sale 141.685 
copies weekly. 


THE ALLER PRESS LTD. 


COPENHAGEN 


London Office: 34/40 Ludgate Hill, E.C.4. 
Phone: City 2784 
F. A. Smyth, Representative. 


* Copies of this survey are available from the above address. 


sanction 


arises 
as to whether this law will affect 
agencies in relation to their sys- 
tem of remuneration. 


The Danish Advertisers’ Asso- 


ciation no doubt had this matter 
in mind when it requested a 
meeting between the interested 
parties; this.meeting has not yet 
taken place, and it is not 
expected that the Monopoly 
Supervisory Council will be 
brought into the picture at this 
stage. 

The Publishers’ Association 
and the Danish IPA, on the 
other hand, may be expected to 
contend that there is no justifica- 
tion for a change in the present 
system. 

Much will, however, depend on 
the decision of the Swedish orga- 
nisations. 

The organisations of the 
Swedish publishers and agencies 
have replied to a suggestion by 
the Fair Trade Council that they 
should put forward a proposal for 
a change in the commission sys- 
tem, that they are not in a 
position to offer any workable 
alternative. 


However, this outlines the - 


position of the dailies only. 
The Periodical and Trade 
Paper Association has taken 
a quite different view and has 
allowed its members to choose 
between the commission system 


IANS CHRISTIAN 


AND 


ODENSE 


DENMARK 


The elegant poster issued by the 
National Travel Association for 
Denmark found an honoured 
place in “Modern Publicity, 
1956-57.” Edited by Frank 
Mercer, the annual is published 
by Studio Publications at 42s. 


This cheerful showcard for A/S 

Ferrosan Medicinfabrik was in- 

cluded in this years “Modern 
Publicity” volume. 


and flat rates, with the one con- 

dition that the publication 

states the procedure on its rate 
card. 

It has also stated that in a 
case where a publication does 
allow commission, it should be 
given to authorised agencies, 
free-lance consultants and house 
agencies only. 

. * 7 

THE LATEST Official information 
concerning the economic situa- 
tion in Denmark refers to an im- 
provement in the terms of trade. 
At the same time, as from Octo- 
ber Ist the United Kingdom cus 
toms duty of 10 per cent became 
payable on imports of Danish 
bacon and buying was transferred 
from the British Ministry of Agri- 
culture to private trade. Thanks 
to the high level of bacon prices 
ruling in the United Kingdom the 
imposition of the tariff had no 
noticeable adverse effects. 

In a speech at the opening of 
the Folketing last month the 
Prime Minister claimed that the 
total foreign currency holdings of 
the National Bank and private 
banks had risen by Kr.150 
million during the past 12 months 
and that the value of exports in 
the first seven months of 1956 
was Kr.220 million higher than 
in the same period of 1955. While 
agricultural exports had been 
lower this year, industrial exports 
had been 17 per cent higher. 
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will get the best share of the valuable 
DANISH MARKET 


by planning your promotion in 


BERLINGSKE TIDENDE 


which last year carried 50 per cent. 
more advertising than any other 
Danish daily—therefore prefer 


DENMARK’S BIGGEST DAILY 


Excluswe representatives for Great Britain: 
Joshua B. Powers, Ltd., 14, Cockspur Street, London, $.W.1. Tel: WHI tehall 3366 


YOUR COMPETITORS 
USE Hiemm, 


> re ae 


a in DENMARK 
YOU oucur 10 po THE SAME 


AUDITED WEEKLY NET SALES 


First six| HJ EMMET 266.334 
months 1956| ALT for Damerne 195.823 


Exclusive U.K. Representatives 


JOSHUA B. POWERS LTD. 
14. COCKSPUR STREET —- LONDON - 8.W. 1 - TEL. WHL. 3366 


Come to YENMARK 


1955 has been a year to remember in Denmark. 


TM A wonderful summer was followed by the 
Si British Exhibition in Copenhagen and the 
Paci tA glories of the Tattoo, things we shall never 
Bie ‘J 
a 
+ A 


forget. 

British exporters and their advertising agents 
should realise that this year of 1956 will be 
the time to consolidate the pronounced good- 
will that now exists for British goods. Why 
=—. not come to Denmark and study the market 
situation on the spot? Here in Politiken House 
we always welcome the chance of greeting 
old friends and making new ones. 

And for advertising, remember that 
POLITIKEN is still the foremost medium and 
carries more display than any ' 
other Danish newspaper. Fullest 
information and service from 
our London Office, 


FRANK L. CRANE 


69 Fleet St. E.C.4. Fle. 2811. 


= 
2 


Do you want to come in contact with the whole 


7 A 
DENMARK 


you cannot do it, without having 
JYLLANDS - POSTEN 


on your budget. 


RSP 


sale in jutiand and Funen, 
where 55% of the popula 
tion of Denmark live. 


orcas 
nd in ¢ part t 
represented in England by ish population which 
Alb. Milhado & Co., Ltd., 140 

Cromwell Road, London, SW7 
FREmantie 8592 3 


The advertising rates are 
pomee Cine Shess of ony ether 
Danish daily. 


Sullands Bs Posten 


The big conservative Danish morning paper 
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Jack Everett talks advertising : 


Progress Report— 
a successful year 


‘We are just wishing ourselves a happy birthday, as the 
combined Empire News & Sunday Chronicle completes 
its first year of existence. And a very successful year it 
has been. The sale is well over two-and-a-half million 
copies. More than sixty major advertisers are using our 
columns for the first time. 

Now, what of the future? Very bright indeed, by my 
judgment! Ours is a young, family readership (more 
than a third of our readers have children under sixteen). 
This guarantees a high rate of household spending, now 
and in the future. 

Even more significant: as our recently-published 
circulation breakdown shows, 56% of our sales are 
made in the industrial North of England. Here the 
rapid growth of spending-power has opened a com- 
pletely new market for a wide range of products and 
services. That’s why manufacturers of washing 
machines, electric cleaners, shavers and other costly 
appliances, the motor industry, financial institutions 
and foreign travel agencies all figure so prominently 
among our new advertisers. They have realised the 
significance of those trends referred to in the accom- 
panying quotation from The Economist. 

Remember, the North of England is the market in 
which you can increase sales — and the Empire News & 
Sunday Chronicle is the paper through which it can 

be done.” 


EMPIRE NEWS & Sunday Chronicle 


Net sale over 2: million: 
outstanding number of new advertisers 


Jack Everett, Advertisement Manager, Kemsley House, London, WC1 Terminus 1234 
£16.10.0d per single column inch, Millinch Rate 155d. ABC Net Sale January-June 1956: 2,550,308. 


From The Economist, 10th September 1955 


*_.. by any objective standard the most interest- 
ing social phenomenon of recent years has been 
the growth in what must now be called the 
middle income ranges—between £500 and £1,000 
a year after payment of tax. In 1949 there were 
only 1.9 million people with incomes between 
£500 and £750 net; in 1954 there were 58 
million... It is into this category that the 
averagely successful British working man can 
now expect to graduate during and immediately 
after his years of heaviest family responsibility... 
This gradual and welcome * Americanisation™ 
of the adult factory worker into what used to be 
considered a middle class standard of living has 
been the most important social development, 
market phenomenon and political influence of 
the past five years.’ 
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SURVEY OF THE SUNDAY PRESS 


[HE Sunday press enjoys 
the immense advantage of 
being read at leisure. In a 
relaxed atmosphere, with time 
no longer a matter of urgency, 
the reader can study in com- 
fort his Sunday papers page by 
page, column by column. 

On a Sunday morning the com- 
petition offered by other media is 
negligible. Indeed, the competi- 
tion of all other distracting factors 
is relatively small. Not to have 
read his Sunday paper constitutes, 
in the eyes of the average inhabi- 
tant of these islands, almost as 
great a lapse from grace as a 
breach of the peace. 

This attitude reflects the grow- 
ing importance of this great sector 
of our press over the past 25 
years. 

The report of the Commis 
sion on the Press contained the 
Statement that between 1930 
and 1947 the circulation of 
Sunday papers increased by 
100.5 per cent. The trend was 
reflected among all classes of 
newspapers, but it was most 
pronounced among the Sunday 


press. 

Since 1947, according to a 
PEP review of ownership of the 
press, sales of Sunday papers 
have increased by 10 per cent. 


Unchanging situation 


The position in 1956 tends to 
reflect the stabilising effects of the 
present time ; examination of the 
aggregate circulation figures of 10 
leading national Sundays for the 
first six months of 1956, com- 
pared with the corresponding 
period of the previous year, re- 
veals a largely static position, with 
changes in individual circulations 
concealed, of course, by 
aggregate figures. 

The important point, however, 
is that in a situation which is fluid 
for some media and levelling for 
others, the position of the Sunday 
press remains as strong as ever— 
and this is understandable in view 
of the advantages the Sunday 
papers enjoy in obtaining 
thorough readership. But it also 
reflects the measure of the edi- 
torial skill and technical excel- 
lence necessary to present both 
news and entertainment in a form 


which will keep the reader 
absorbed. 
Enormous readership 


The widespread national 
readership of the Sunday press is 
illustrated by the aggregate num- 
ber of readers. The Hulton 
Readership Survey, 1956, shows 
that 10 leading papers have 
an aggregate readership of 
63,550,000, and that among 
housewives the figure is nearly 
254 million. 


Newspapers that are read 


in a leisurely mood 


In fact, 11 nationals, three 
English and Welsh provincials, 
and two Scottish Sundays repre- 
sent almost complete home cover- 
age. 

Furthermore, the fact that 
Sunday papers circulate among 
members of the family becomes 
clear when circulation and 
readership figures are com- 
pared—showing that on aver- 
age each copy is read by more 


Impressions on reader 


These are pointers to the effec- 
tive and thorough coverage pro- 
vided by the Sunday press. 
Another factor important to many 
advertisers is the multiplication 
of impressions made on each 
reader. That more than one 
paper is read by the same person 
is particularly true of the Sunday 
press, and for many advertisers 
the duplication of impressions 
made by their advertising repre- 
sents a considerable advantage. 

To sum up, therefore, the Sun- 
day press can offer, in qualitative 
terms, the thorough readership 


which the Sunday reader has the 
time and inclination to devote to 
his favourite paper; a first-class 
presentation of news, information, 
entertainment, and special 
features with particular appeal to 
different sections of the com- 
munity; extensive coverage (in 
some cases unmatched by that of 
any other country); regional 
coverage where this is important 
to the advertiser ; the opportunity, 
when this coincides with his 
advertising policy, of making a 


number of impressions on the 
same reader; and the means of 
appealing to a mass market, or a 
quality market, according to his 
needs. 

Study of the regional distribu- 
tion of readership shows the ex- 
tensive, but not always uniform, 
coverage provided by the national 
press. It also indicates the extent 
to which that readership — par- 
ticularly in areas where it is 
relatively light—can be reinforced 
by the powerful regional press. 


A readership that spans 
the entire social scale 


The information upon which this media survey has been based 
was supplied by the various publishers. 


HE amalgamation of the 

two large Sunday news- 
papers—the Empire News and 
the Sunday Chronicle—which 
took place in November, 1955, 
was the biggest in the history 
of British journalism. It meant 


| Exhibition of film history | 


One of the striking sections of the film exhibition “60 Years of 


Cinema” which was sponsored in London by the “Observer.” 


More 


than 270,000 visitors saw the exhibition. 


a bonus of half a_ million 
copies for advertisers in the 
Empire News. 


From the first the net sale of 
the combined paper was slightly 
higher than the theoretical maxi- 
mum for the amalgamation, 
when due allowance was made 
for duplication, and the r 
continued to gain circulation 
from that point. 


Many advertisers were quick 
to appreciate the value of one 
big paper combining the advan- 
tages of two and with an excep- 
tionally dense coverage in the 
North of England. By the 
autumn more than 60 major 
advertisers had come into the 
paper for the first time. 


Middle class clientele 


The Empire News and Sunday 
Chronicle has a circulation of 
2,550,308 (ABC Jan.-June 1956). 
This is nearly 18,000 more than 
the sale for the previous six 
months, which was 2,532,540. 
The Empire News sale figure for 
Jan.-June 1955 was 2,049,880. 
The paper is primarily a mass 
market paper, but the effect of 
the amalgamation was to increase 
substantially the middle - class 
readership. 


The circulation of the Empire 
News and Sunday Chronicle is 
particularly strong in the North 
of England and, as the first circu- 

@ Continued on page 36 
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SUNDAY PRESS SURVEY 


Readers with money to spend— 
to study the ads 


and time 


lation breakdown of the paper 
ever published shows that 56 per 
cent of total sales are concen- 
trated in this region. 

Used for all kinds of mass 
market campaigns the adver- 
tising of the Empire News 
and Sunday Chronicle reflects the 
rapid gain in women’s readership 
which has been a feature of the 
paper's development over the 
past few vears and the new 
prosperity of its readers in the 
Northern industrial regions. Its 
holiday advertising page _ is 
probably the strongest in_ the 
popular Sunday press. It is par- 
ticularly successful also with 
keyed and mail order advertising 
and “ write-in ” advertising, while 
its classified columns are also 
exceptional and original. 

Among the sporting events 
sponsored by the paper in 1955/ 
56 have been the selection of the 
Welsh sportsman of the year, 
who receives a silver trophy pre- 
sented annually by the Empire 
News, and the international 
motor racing meeting at Castle 
Combe 


Printed in Wales 

The Empire News was founded 
in Manchester in 1884 as the 
Umpire and was the first Sunday 
paper to be printed outside 
London ; 70 years later it became 
the first Sunday paper to be 
printed in Wales, when produc- 
tion of the Welsh editions began 
in Cardiff. 

The title was changed to 
Empire News in 1917, and re- 
flected the growing emphasis on 
general news and features in a 
paper that had become famous 
for its sports coverage. The 
policy of highly topical fea- 
ture articles and series has 
been developed over the years, so 
that today the Empire News and 
Sunday Chronicle, while - still 
retaining its leadership in sport, 
also presents, in a balanced news- 
paper, the kind of Sunday read- 
ing which attracts new readers. 

A very considerable increase in 
the circulation of the Sunday 
Times has taken place during the 
past year. 

The January-June, 1955, net 
sale figure was 606,346 : for the 
same period this year it was 
618,540. During the second half 
of the year the average net sale 
of the paper has been running at 
a very considerably increased 
level. So much so that the sale 
has risen by over 15 per cent 
over the last three years. 

Throughout its 134 years’ his- 
tory, the Sunday Times has been 
an acknowledged leader, both on 
the political scene and among the 
arts. For many years now its 
editorial policy, while never for- 
going its independence, has given 
broad and discerning support to 


the Conservative Party. The 
paper is widely respected as a 
reliable and impartial commen- 
tator on political and inter- 
national affairs, while its foreign 
service, from special correspon- 
dents in all the major cities of 
the world, provides a news cover- 
age that is pre-eminent in its 
accuracy and topicality. 


Senior executive readers 


On the basis of the JPA 
Survey, the Sunday Times has a 
readership of 1.5 million, and 75 
per cent of the readers are in the 
upper and middle classes—a 
higher proportion, it is claimed, 
than that of any other national! 
newspaper. The financial page is 
read by senior executives of all 
major industries and finance 
houses, as well as by private in- 
vestors. It is a favourite choice 
for company meeting reports. 

All the leading estate agents 
advertise regularly in the Sunday 
Times, offering a range of town 
and country houses, farms, indus- 
trial properties, etc. Notices 
from the leading auctioneers, in- 
cluding Christie’s and Sotheby’s, 
also appear on the same page. 
The paper's well-travelled reader- 
ship provides an ideal market for 
holiday and travel advertising—a 
fact that is borne out by the 
number of airlines, foreign re- 
sorts and other holiday adver- 
tisers who regularly appear in its 
columns. 

The women’s page is a 
favourite of both readers and 
advertisers. The latter include 
the principal West End stores. 

The arts and _ entertainment 
pages are known for their con- 
sistently high standards and the 
critics include writers of both 
established eminence and rising 
reputation. 

The last year has seen the 


A scene at the racing pigeon exhibition organised by the “People.” 
This is the big event of the year for the fanciers. 


national bathing 


tee 


~ BRITAIN 
“Sunday Dispatch. ; 


The publishers claim there to be 
ample evidence that the demand 


paper is growing fast throughout 
a wide section of the community. 
The rapidly increasing sale of the 


demonstrates the success of 
directing of its editorial columns 
at the clear-sighted members of 
e lower-middle as well as the 
upper-middle and upper classes, 
and at young people of graduate 
and grammar-school level in addi- 
tion to the maturer age groups. 
World famous authors 

As part of this development a 
number of special feature series 
by famous figures have appeared 
during the last year 
y published include Peter 


World Re- visited,” 
. *s “Pleasures of Living.” 
and anal social and economic 
surveys, among them * 


of the new towns) and Christo- 
“The Middle Class 


get THE. 
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“Miss 
GREAT 


Movement.” Interest for young 
people has been _ especially 
fostered recently by the new jazz 
and motoring features and by 
series on adventure and explora- 
tion including some by the young 
Everest climber, George Band. 

The Sunday Graphic has well 
over 3,000,000 readers (/PA 
Survey), with particular strength 
among the middle classes. It 
circulates nationally and is especi- 
ally strong in London and the 
South East. There is a large pre- 
ponderance of women readers. 

The circulation for the January- 
June period of this year was 
1,190,146 as against 1,220,056 a 
year before. 

Advertising in the paper reflects 
this high women readership. 
Making use of the women’s angle. 
advertisements for domestic 
equipment, food, fashion and 
cosmetics have oustanding 
success. The middle-class appeal 
is of proved value for motoring 
products. 


Bright and influential 


Editorially the Sunday Graphic 
emphasises the news with a lively 
pictorial presentation and pays 
particular attention to features 
for women. It is a bright publica- 
tion which influences woman, 
home and family, and is not 
afraid to pioneer and educate— 
as was demonstrated by a recent 
series on cancer which aroused 
widespread interest. 

In October the Sunday Graphic 
embarked on a new venture—the 
publication of an_ eight-page 
fashion supplement, which was 
an outstanding success. It 
included contributions from a top 
model and a couturier’s wife as 
well as the newspaper's fashion 
team. Many famous advertisers 
appeared in its pages. 

The Sunday Dispatch is 155 
years old—and since the present 
editor took over in March, 1938, 
the net sale has increased from 
700,000, to its present figure of 
over two million. 


The actual net ABC sales 
@ Continued on page 38 
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We know it! National characters like 
Gilbert Harding, Arthur Helliwell, 
Hannen Swaffer, give THE PEOPLE a 
unique impact on 13,000,000 enthusiastic 
and receptive readers, spread equally 
over the whole British Isles. This 
stronger, more personal editorial bond 
puts extra family appeal behind your 
national advertising . . . plus a quality of 
response that leads to an unusually 

high conversion rate of sales per inquiries. 
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RONALD PERKS, ADVERTISEMENT DIRECTOR. ACRE HOUSE, 69/76 LONG ACRE, LONDON, W.C 2. 
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Appeal to young wives sends 
new paper over a million 


figure for the six months ended 
June 30, 1956, was 2,420,159. 
The figure for the previous six 
months was 2,467,084, and for 
the first six months of 1955, 
2,549,228. 


The Sunday Dispatch is a 
newspaper which appeals to 
readers in all income classes, but 
judging from readers letters, etc., 
the attraction is mainly for the 
middle class. The overseas sale 
is negligible. Most of the leading 
advertisers use the columns of 
the paper, and it is particularly 
popular with financial adver- 
tisers who, the publishers say, 
have often told them that they 
get an excellent response. 


It has been the editor's policy 
to have as contributors some of 
the most famous people in the 
world. They have included Sir 
Winston Churchill, President 
Eisenhower, President Truman, 
Field Marshal Lord Alexander, 
Field Marshal Lord Mont- 
gomery, Viscount Templewood, 
and Lord Vansittart. 


One of the greatest strengths 
of the newspaper is the excep- 
tionally fine news service which 
week after week provides the 


readers with exclusive news 
stories which do not appear 
in other Sunday newspapers—but 
which are followed up regularly 
by the Monday morning news- 
papers, the publishers claim. 


The Sunday Dispatch also pays 
considerable attention to humour 
and such features as Nathaniel 
Gubbins, Patrick Campbell, 
Moon’s cartoon, the cartoon 
column and the Susie cartoon 
strip, all. enjoy remarkable 
popularity. 


Above a million 

The Woman's Sunday Mirror, 
born in January 1955, settled 
down in its first year to a sale 
of more than a million. The 
average figure for the last six 
months of that year was 
1,102.723. The ABC certificate 
for the six months ending June 
1956 confirmed the sale at 
1,149,593 and it continues to rise 
steadily as will be revealed by 
the next figure to be published in 
January. 

Appealing to women of all 
ages, the Woman’s Sunday 
Mirror has a slightly larger per- 
centage of readers under 35 


PUBLISHED 


THE ONLY SUNDAY PAPER 
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LATEST NEWS & WEST COUNTRY SPORT 
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THE 
WESTERN 
INDEPENDENT 
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|CIRCULATION AREA—TORBAY TO PENZANCE| 


SPECIMEN COPY, RATE CARD, 
CIRCULATION *‘ BREAKDOWN ’ DETAILS 
ON APPLICATION TO 


ADVERTISEMENT MANAGER 


Royal Building, St. Andrew’s Cross, Plymouth 
Tel.: Plymouth 62123/4/5 
D. L. CLACKSON, 80 Fleet St., London, E.C.4. 
Tel. Fleet 2626 
A. ELLIS, Cromford House, Market St., Manchester 
Tel. Blackfriars 6987 


THE ONLY WEEKLY PAPER 
PUBLISHED IN PLYMOUTH (POP. 220,000) 


Lady Helen Berry 
presents the “Sun- 
day Graphic” 
trophy to the win- 
ner of the inter- 
national horse 
jumping champion- 
ship held this year 
at Harringay Arena. 


particularly among young house- 
wives. In its pictures, features, 
and human interest stories, the 
paper talks intimately to women 
as women. Pages by such per- 
sonalities as Marjorie Proops 
and Ray Nunn set the note of 
gaiety which is maintained 
throughout the paper by editor 
Lee Howard and his assistant 
editors Brian Murtough and 
Felicity Green, 

Advertising is directed almost 
entirely at women and more and 
more national advertisers are 
taking advantage of the large 
readership by young housewives. 


Massive though reduced 


The circulation of the News of 
the World remains massive 
although it has dropped below 
the eight million mark. Accord- 
ing to the latest ABC figures, the 
actual extent of sales is at the 
7,493,463 level. 


_A considerable advance in the 
circulation of the Sunday Express 
has been reported. The January- 


June figure for 1955 was 
3.235,175; this year it was 
aaee ket. 


Advertisements of a very wide 
range are carried with an empha- 
sis upon products appealing to 
A, B, and C class, or medium to 
higher income bracket readers. 


While no special advertisement 
features are carried in the Sun- 
day Express, particular emphasis 
and a high degree of priority is 
given to stores, fashion and film 
advertising because of the very 
large interest in the woman's 
page and the film and entertain- 
ments pages. 


The paper was founded by 
Lord Beaverbrook on December 
29, 1918 and it is first and fore- 
most an Empire paper. Its out- 
standing aim is to help preserve 
and strengthen the links between 
Britain, her Commonwealth col- 
leagues and her colonies. Second 
in importance to that, it places 


the need to maintain the Anglo- 
In domestic 


American alliance. 


NovemMBerR 30), 1956 


politics it takes an independent 


line. In general it is strongly 
opposed to extensions of state 
ownership and bureaucratic 


meddling of any sort. 


The net sale of the People for 
the half year ending June, 1956, 
was 4,948,215. For the same 
period the year before the figure 
had stood at 5,075,351. Accord- 
ing to the Hulton Readership 
Survey for this year, the number 
of people who peruse the paper 
each week is 11,500,000. The 
social class of the readership can 
be gauged by the following per- 
centages : 


People Total 
Readers Population 
AB an 11 
f 16 18 
Se 71 
The Sunday Mail's upward 
trend in circulation can be 


judged by these monthly figures 
for the secopd half of 1956:— 


July 633,854 
Aug. 644,550 
Sept. 652,320 
Oct. 657,801 


The figure for October is a 
record figure for any one month. 


The Sunday Mail, under its 
new ownership, is now appealing 
more and more to women and 
young people. According to the 
latest Hulton Survey, the paper 
has 52.1 per cent female readers. 
A recent issue of the paper 
carried 28 signed letters from 
readers—21 of them were from 
women. 


The circulation of Reynolds 
News during the last half year 
was 501,000, compared with 
530,000 in the preceding period 
and 560,000 a year ago. 


Industrial workers and. their 
families form the bulk of the 
readership with a growing section 
among the younger technical and 
administrative workers in science 
and commerce. A _ considerable 
section consists of full-time 
officials of co-operative societies 
and trade unions, lay directors of 


@ Continued on page 40 
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Circulation doubled 
since 1945 


THE EXTRAORDINARY SUCCESS STORY OF THE OBSERVER 


In 1945 (Jan-June ABC figures) the circulation of The Observer was 


298,619 


In 1956 (Jan-June ABC figures) the circulation of The Observer was 


601,402 


ee 


This doubling of the circulation (and it is 
still rising) has been achieved in a period of 
considerable difficulties in the newspaper 
world— difficulties that are too well known 
to need description. 


According to the first Hulton | AB 48% 
C 28% 


DE 24% 


survey in 1947, the breakdown 
by class of Observer readers was 


AB 53°. 
C 29% 
DE 18% 
This would indicate two things. First, that The 
Observer throughout this great expansion, has 
retained its character and its appeal amazingly. 
Second, and following from this, that The 
Observer has become, year by year,a better medium 
for advertising high-class goods and services 


The latest Hulton figures are 


THE OBSERVER 
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Radical journal seeks a 
‘middle-brow’readership 


these organisations and municipal 
councillors. 
| The last Hulton Survey gave 58 
per cent of the readership as 
| women and 45 per cent as house- 


The trippers had paid their half-crowns and | 
the gardens of yet another ‘stately home’ 
were thrown open to their curious gaze. 
Not without pride, his lordship led them 
from vista to vista, annotating his dis- 
course with historical allusions, until 
they reached an ancient sundial. Here 


The Grant Production Co. Ltd., 
4 Rathbone Place, London, W.1 
(Museum 8717) ,47 Cornwall Street, 
Birmingham, 3 (Central 4131), 


they came to a stop while he explained 
carefully how the movement of the 
sun governed the position of the 
shadow on the dial, to measure 
the passing of time. When the 
party moved on, one of the ladies 
remained glued to the spot. * It’s 
amazing,’’ she whispered. ‘* What- 
ever will they think of next?” 

The Grant, like the sundial, gives its 
information with equal precision to the 
expert and to the neophyte but, as it 
carries its own illumination, it works 
just as well when the sun is not shining 

(which, in England, is perhaps just 

as well): Like the sundial it is 
a treasured possession and one 
which positively demands to be 
shown off to admiring visitors — 
not, indeed, as a picturesque sur- 
vival from a leisured past but as a 
guarantee of present (anda promise 
of future) leisure for its owners. 

The sundial merely measures 
time: the Grant saves it. 


Sidac is a transparent cellulose wrapping. 


Available clear or tinted, plain or printed, 
and thicknesses for every purpose, 


in sheet or reel form or made up into bags. 
For a quarter of a century Sidac has been 
supplied to many various trades and the 
experience and skill of our technical staff 
are at your command. 
BRITISH SIDAC LTD 
ST: HELENS, LANCASHIRE. Se. Helens 4041 
LONDON SALES OFFICE 


12 UFTON ROAD, LONDON, N.!. 


CLissold 6404 


wives; with 71 per cent of the 


| readership in group DE. Circu- 


lation overseas is about 3,000 


| copies, going mainly to people 


who want to follow developments 
in the British Labour, Trade 
Union and Co-operative Move- 


| ments. 


The paper carpies the general 
range of Sunday press advertising 


| with special emphasis on pro- 


ducts directed at the market in 
the co-operative movement. 

The paper was founded in 
May, 1850, by George William 
McArthur Reynolds. It began as 
a Chartist newspaper and has 
always followed a radical line in 
politics, which is reflected in the 
present Labour-Co-operative edi- 
torial policy. 

The biggest development of 
Reynolds News during the past 
year has been the decision to 


| change the editorial approach on 


to a new formula mid-way be- 
tween the popular and the more 
solid Sunday papers. A complete 
new foreign service has been set 


| up with correspondents in most 


world news centres. Regular con- 
tributors have been writers like 
J. B. Priestley, A. J. P. Taylor, 
Bertrand Russell, Earl Attlee, Dr. 
Bronowski, Hugh Gaitskell and 
Aneurin Bevan. 

Selective publicity 

Magazine, women’s and general 
interest pages have been main- 
tained, but in all seetions of the 
paper the policy has been to pro- 
duce a lively and informative 
paper that would appeal to an in- 
telligent “middle-brow” public. 
It was anticipated that readers 
would be lost during the change- 
over, and this has happened. 
Selective publicity directed at the 
public the paper wants to reach 
is now beginning to bring in new 
readers. 

The net sales average given to 
the ABC for the six months, 
January-June this year, of the 
Sunday Pictorial was 5,630,820— 
as against 5,555,326 a year be- 
fore. The 1956 Hulton Reader- 
ship Survey placed the readership 
at 13,070,000; it also gave the 
readers as being 45 per cent com- 
posed of men. Housewives 
formed 42 per cent. By income 
groups the breakdown was : 

o 


15 
80 
Some 68 per cent of the readers 
have been given as under 45 
years of age, and hence have 
many buying years ahead of 
them. 
Advertisements for all types of 
reputable products appealing to 


A quartet from the glamorous 

personalities attending this year's 

“Empire News” Star Gala at 
London's Festival Gardens. 


both sexes are carried. Features 
are made of store advertising, 
film advertising and mail order 
advertising. 

The . Sunday Pictorial was 
launched on March 14, 1915, as 
the first Sunday picture news- 
paper. Issue No. 1 sold more 
than a million. 

The paper, the publishers 
claim, has had nearly 40 years of 
editorial evolution—and one year 
of editorial revolution. 

That year was 1937—when 
editorially and typographically 
the paper was transformed to 
catch up with a changing public 
appetite in news and feature 
presentation. Circulation has 
quintupled since the change—the 
swiftest expansion in British 
newspaper history. 

The paper’s most significant 
developments of recent years are 
said to be in: 

@ The palatable presentation 
of a greater volume of serious 
national and _ international 
news; 

@ The intensive development 
of campaigns conducted on 
behalf of reader complainants. 
First published in 1808 as the 

Plymouth Dock Telegraph, the 
Western Independent changed its 
title in 1833. It is the only Sun- 
day paper published in the West 
Country, and the only weekly in 
Plymouth, with its population of 
approximately 220,000. 

The editorial columns are 
mainly devoted to general news, 
and news stories from Plymouth 

@ Continued on page 42 
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DOUBLE ‘‘H’’ PRODUCTIONS ANNOUNCE— 


3 


WITHOUT GLASSES, VIEWERS 
or GADGETS 


ILLUMINATED PHOTOGRAPHIC, COUNTER, 
WINDOW DISPLAY & CINEMATOGRAPH 
PROJECTION 


(under licence from the Inventor, Leslie W. Turner-Howe) 


Individual service on any subject 
anywhere. 
Enquiries please to 32/34 Rupert St., Piccadilly Circus, W.1 
(Tel. Gerrard 1069). 


Sell 
Timber, 
Machinery 
& Tools 
to the 


BIG 
USERS 


in 
WoopDWORKING 
INDUSTRY 


—the technical month- 
ly with the original, 
exclusive editorials 


109/119 Waterloo Road, 
London, SE!. Tel. WAT 3388 


G. F. KRUSE 
LTD. 


37 SPRING STREET W.2. 


“ CLASSIFIEDS” 
PULL 


in 
Advertiser’s 


Phone yours to 
WATERLOO 3388 


MAKE CERTAIN 
you use the 


NATIONAL NEWSAGENT 


and 
BE CERTAIN 
you get the 
BEST VALUE 
for every £ spent 
IN ADVERTISING 
Net sale 21,000 weekly 


Send for details and rate card to 
Advertisement Manager, 
NATIONAL NEWSAGENT 
149, Fleet Street, 
E.C.4. 


Tel.: CiTy 2604 
(5 lines) 


CYPRUS 
MAIL 


The leading Cyprus 
daily for English 
speaking people. 


| P.O. Box 344 
Nicosia 


Ger: 0737 


29 Oxford St., W 


With acknowledgment to 
ODHAMS PRESS LTD. 
The current serial ‘I went 
as a bride to Indian Terri- 
tory’’ appearing in 
“WOMAN”. 
Artist: JOHN RICHARDS 
solely represented by 
HUGH WHITE 
ARTISTS’ AGENCY 
2, SOUTH AUDLEY ST., 
LONDON, W.I. 

Gro. 88649 — 8840 
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and various towns and districts 
in Cornwall and Devon, with 
special weekly features on tele- 
vision, cinemas, amateur stage, 
world affairs, and a_ special 
woman's article—together with 
four pages of Saturday’s west 
country sport. A children’s page 
and club was recently introduced 
and already has nearly 2,000 
members. The readership (so far 
as can be ascertained) is three to 
four per copy. 

A large number of copies 
must eventually be sent over- 
seas by readers, in addition to 
those mailed direct, because 
advertisers have received replies 
at various times from all parts 
of the world. 

That the paper is read by all 
classes is evident by the very wide 
variety of local advertisements 
carried which range from motor 
cars and television sets to all 
classes of wearing apparel and 
household goods, from the local 
departmental stores, etc. Special 
advertisement features in the last 
six months include five pages on 
the Motor Show, three pages on 
the Commercial Motor Show, 
road safety page and several com- 
posite pages in connection with 
the opening of new stores in Ply- 
mouth. 

A “Building Page” devoted to 
new houses, and supported by the 
builders in the area, has been 
appearing regularly once monthly 
since January, 1953. 


Analysis of circulation 
The circulation covers the 
whole of the area between Daw- 
lish in Devon, and Penzance in 
Cornwall. Advertisers are helped 
| by a circulation breakdown which 
| gives sales both in Plymouth it- 
| self (about 60 per cent), and each 
of the main towns and districts 
in Cornwall (about 30 per cent), 
and South Devon. 

The demand for advertisement 
space by both national and local 
advertisers in 1956 has been con- 
sistently high. For the period 
January to June of this year the 
ABC circulation was 36,195 as 
against 37,478 for the previous 
half-year. 

When advertising schemes for 
Sunday papers are under review 

| it is wise to consider Scotland 
separately. That is where the 
Sunday Post immediately springs 
| to mind. Unfortunately, per- 
| haps, for the space buyer, the 
same thought is apt to occur to 
| other people too and the result 
is that it is not always possible 
to book just the spaces or the 
| frequency one would have liked. 

The Sunday Post has grown in 

| prestige, influence and circulation 
| Since it started in 1914. It now 
sells well over a million copies 
every Sunday and gives the 
densest coverage obtainable in 
Scotland. 


1A journal that caused a 
run on the chemists 


In a recent issue the Sunday 
Post doctor mentioned the useful- 
ness of Easton’s Syrup and by 
Monday afternoon there was 
hardly a bottle to be found in the 
country. The only man with sup- 
plies was the chemist who started 
right away to make it when he 
read the article on the Sunday 
morning. 

The average net sale (ABC) of! 
the Observer for the six months 
ending June, 1956, was 601,402 
an increase of 27,770 over the 
preceding six months and an 
increase of 37,095 over the com- 
parable period of 1955. It also 
means that the circulation of the 
Observer has doubled since the 
end of the war. 


High earning readership 


The latest Hulton Readership 
Survey puts the readership of the 
Observer at 1,880,000 (January, 
1956). This gives the paper the 
highest readership-per-copy (3.23) 
of any national daily or Sunday 
paper. Further details from the 
Hulton Survey suggest that 24.4 
per cent of all A and B income 
group readers read the Observer 
and that more than half the total 
readership are to be found in 
these top income groups. 

An outstanding event of this 
summer has been the Observer 
film exhibition, “60 Years of 
Cinema”—a worthy successor to 
the Observer's Diaghilev Exhibi- 
tion of 1954. It attracted over 
270.000 visitors. 

The Sunday Sun has a reader 
ship of nearly 600000—com- 
posed mainly of the classes who 
have benefited greatly from the 
recent expansions in mining, 
light engineering and farming. 
There is a large women reader- 
ship, which is particularly 
interested in the coverage of local 
news. 

The average circulation for the 
first half of this year was 217,136 
as compared with 220,819 for the 
same period in 1955. 


Exceptional position 

The Sunday Sun has a 
balanced readership extending to 
all classes and is invaluable for 
any campaign aiming to cover 
the North-East of England. It 
holds the exceptional position of 
a Sunday paper which regularly 
passes the stringent test imposed 
by carrying local store adver- 
tising. 

The process of modernising the 
make-up of the paper has already 
begun with bolder headlines and 
larger pictures on page one. 
This process will be extended 
throughout the whole paper. 
More emphasis will continue to 
be laid upon the women’s side 
of the paper ; and the controver- 
sial letters feature will be 
extended. 
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Immense sums can be spent on 


elaborate devices for catching the 
eye of the shopper. But it should 
be remembered that ... 


Flowers can sell hard— 


if carefully displayed 


WSATever the products 
you have to sell, from 
engineering to household 
goods, a technically correct 
flower arrangement can be a 
very effective silent, unpaid 
salesman—the magnet that 
draws the passer-by to notice 
your carefully organised dis- 
play. 

How you employ flowers de- 
pends on your products. For 
instance, the engineer would de- 
pend on line, the precise forma- 
tion of flowers employed and 
unity and balance with vase. In 
that way he can place the thought 
of precision in the mind of the 
beholder. 

On the other hand, the seller 
of soft goods—especially soft 
furnishings—should cloak his 
softly flowing flower arrangement 
in delicate drapes, drawing atten- 
tion to colour blending, homeli- 
ness, and the hanging quality of 
the products. 


Make them flow 


The rules of effective flower 
display are simple. The flowers 
must flow, as their name implies. 
in and out of the vase and over 
front without any stalks crossing 
above vase level—all stalks must 
radiate from centre focal point 
ind the whole display (flowers 
and container) must present a 
single unified picture. 


Especially in 
winter, well 
arranged 
flower  dis- 
plays help to 
compel atten- 
tion to the 
window. 


By IRENE HAZELL | 


| 
Here is a stage by stage guide. 
First outline the arrangement 
with foliage or tall pointed | 
material. The tallest central | 
spike should go over the centre 
of the vase up to one and a half | 
times the height of the vase, | 
second pointer to right of vase, 
and third to left hand side. and | 
a fourth shorter piece over front. 
The heaviest and most open 
flowers should be placed in the | 
centre, in line with tallest focal | 
point, with a few blooms flowing 
over the front of the vase, to 
graduate the density of colour 
and fineness of material to the | 
extremities of the arrangement— | 
but never exceeding the original 
outline. 


Choosing the blooms 


The choice of flowers and vases 
must depend on the product: | 
bold for large goods, small for 
dainty wares. The flowers should | 
be no larger than one-third of the 
size of vase selected. As to 
quantity, the flowers must amply 
fill the container selected. 


Window and showroom dis- 
plays have to stand up to plenty 
of vibration and an occasional 
knock. Firm foundations are 
essential and must be arranged 
while the vase is dry and before 
flowers are added. It is impos- 
sible to try to make a top heavy 
arrangement firm afterwards. 
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TIBBENHAM PUBLICITY LTD. 
Morketing Advertising Public Relations 

244, High Holborn, London, W.C.|. 
Telephone : Holborn 8074 (4 lines) 


When it calls for LITHO— 
telephone SWAINS 
BARNET 2201 (4 lines) 


John Swain & Son Limited 
COLOUR PRINTERS 
164 High Street - Barnet - Herts 
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o be fairer than the evening air Madame needs time. 
Carriage and escort must wait while the final touches are applied. Here comes 
cleansing tissue— what would one do without it—and with it a question: 
what is this to Bowaters or Bowaters to this? The answer is that Bowaters 
are not only makers of paper for newspapers and magazines, even though 
their name is synonymous with newsprint. And the making of tissues for Madame 
(and for Monsieur when he has a cold) is not the only variation 
on the paper theme. They are not glamorous, these square containers that bring 
detergents to the grocer, these adaptable industrial drums, these hygienic 
paper sacks, Those sweet wrappers, biscuit packs and jolly paper bags, now, 
they are much more appealing. And the solid, workable worth of hardboard 


is demonstrated a thousand times a day by carpenters, paid and unpaid. 


All are part of the varied and fascinating contribution that Bowaters make 


to modern living. And it all begins with a tree in Canada, 


‘rhaps, or Tennessee or Scandinavia. 
P 


The harvest of the forest is given many forms by BOWATERS — 


THE BOWATER PAPER CORPORATION LIMITED 
Great Britain United States of America Canada Australia South Africa Republic of Ireland Norway Sweden 
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_ THE GRAPHIC ARTS | 
—a Weekly News Survey 


Bowater’s newsprint output to 
be increased by 60,000 tons 


At the Bowater Paper 
Corporation’s newsprint mill at 
Kemsley, near Sittingbourne, 
Kent, a programme of expansion 
and development, which has 
involved the expenditure of well 
over £5 million, is nearing 
completion. 

The output of the mill, which 
is the largest groundwood pulp 
and paper mill in Europe, has 
been considerably increased by 
the introduction of a sixth 
newsprint machine of the most 
modern type in the world, at a 
cost of some £24 million. This 
machine, which is now in opera- 
tion, will add some 60,000 tons 
per year to the mill's newsprint 
output. 

With its supercalender and 
winders it is over 500 feet long, 
and the sheet of paper which it 
produces is 224 feet wide. When 
it is ir full operation it will run 
at more than 2,000 feet a minute. 
A single reel of paper, when fully 
wound and ready to come off the 
machine, weighs about 12 tons 
and contains over 12 miles of 
newsprint. 

The machine's drive is entirely 
electric, with many electronic 
controls. Together with most of 
the ancillary equipment, the 
Kemsley No. 6 machine is of 
British manufacture. 

To meet the mill's increasing 


NEW FRONTEX 
CROWN PRESS 


After 20 years’ research and 
the testing of 20 prototype inking 
systems to find what the company 
believes to be the perfect method 
of inking for stop cylinder 
presses, the Automatic Company 
of Berlin have introduced a new 
model. 

It is the Frontex BS crown 
press, now available in Britain 
and the Republic of Ireland 
through the sole agents, Gordon 
& Gotch Ltd. 

The Frontex BS press will print 
formes comprising a combination 
of solids, screens and blank 
spaces without the use of 
specially prepared inks. The new 
system eliminates inking repeats 
and ghosting, claims the manu- 
facturers. 

The ink distribution system of 
the Frontex BS differs completely 
from the conventional pyramid 
inking system. It employs two 
separate groups of rollers, each 
group feeding its own large dia- 
meter forme roller. 

Both the Frontex BS and the 
Frontex B are available with 
automatic duplicate feed and col- 
lating delivery for all-operations- 
in-one production of duplicate 
books and similar work. 


demands for electrical energy 
and steam, and at the same time 
to provide for improved fuel 
economy, a new electric power 
plant, claimed to be the most 
modern of its kind in Europe, has 


been built at a cost of some 
£2,400,000. Impressive, both 
technically and architecturally, 


the new plant incorporates one 
of the largest industrial boilers 
in the country. This boiler is 
capable of producing enough 
steam to generate electricity 
sufficient to meet the domestic 
requirements of a town of a 
quarter of a million people. 


54 take PATRA’s 


colour test 


Since the Printing, Packaging 
and Allied Trades Research Asso- 
ciation made available the Inter- 
Society Colour Aptitude Test to 
members in July, 54 people from 
seven firms have taken the test. 
The majority of candidates were 
laboratory staff, overseers and 
machine minders. 

The results are grouped into the 
categories of “poor,” “fair.” 
“good” and “excellent.” Most of 
the candidates attained the “fair” 
grading. Of the others three were 
“poor,” 17 “good”; and three 
“excellent.” 

The rating gained by a subject 
gives some idea of how suited he 
is for jobs involving close colour 
matching, but the test does not 
indicate whether he has colour 
deficient vision. Experience has 
shown, however, that a person 
with this disability will often not 
do well at the test. 


Kemsley's No. 6 paper-making machine, with 224 ft.-wide reel of paper 
coming off supercalender wind up side. 


For illustrators and designers 


A book for the illustrator, typo- 
grapher, and all those interested 
in the graphic arts has been pub- 
lished by W. S. Cowell Ltd., of 
Ipswich. Titled A Handbook of 
Type and Illustration (obtainable 
through Faber & Faber Ltd. at 
30s.), it is a successor to A Hand- 
book of Printing Types, pub- 
lished by Cowell's in 1947. 

This new volume, consisting of 
216 pages, deals with the produc- 
tion of illustrated books. In it 
Edward Ardizzone explains with 
drawings his methods of working 
for the line block. John Minton 
discusses the advantages of the 
artist doing his own colour 
separations and the gain in 
quality achieved by this method. 
Edward Bawden describes his 
lino-cutting and copper engrav- 
ing techniques and there are sam- 
ples of the work of the French 
nineteenth - century engraver 
Edouard Travies. 

Chapters are included on typo- 
graphy, with notes on titling and 
initial letters, binding methods. 
and book jacket design. 


The Automatic Frontex BS Press, which incorporates a new inking system, 


developed, say the manufacturers, “after 20 years’ research.” 
two separate groups of rollers, each group feeding its own forme roller. 


It employs 


An appendix of 40 pages 
shows different text settings in 
various faces, and there is a 
reference section giving technical 
information on letterpress and 
off-set printing, paper sizes, etc. 


Continental tour 


Arrangements are now bei 
made for a second study-tour ‘of 
Continental printing establish- 
ments for members of the Print- 
ing, Packaging and Allied Trades 
Research Association. The tour, 
which will be on similar lines to 
the one which took place earlier 
this year, will be from May 21 to 
June 21, 1957. It will include 
visits to leading printing firms in 
South Germany and Switzerland, 
to the German Printing Research 
Institute at Munich, and to the 
International Printing Exhibition 
at Lausanne. 

Time required for the tour will 
be 14-15 days (from Londen). 
The charge, including full inter- 
preter service, will be an all- 
inclusive 83 guineas, 


More offset sections 


Two more big towns are going 
over to municipal printing. 

Liverpool City Council plans 
to spend £3,872 on equipment for 
its offset litho ‘printing unit, 
which is to be set up next April 
as a section of the municipal 
stationery department. 

The items include a Multilith 
1250, a Miultilith 259, and a 
Rotaprint R30/90. 

_ Blackpool! Corporation has de- 
cided to set up a Multilith 
printing section in its finance 
department, and will have three 
machine operators on its staff. 


Students’ exhibition 


An exhibition of graphic 
design, produced by students of 
the Lincoln School of Art. was 
opened last Monday by Sir Frank 
Meynell at Monotype House, 
Fetter Lane, E.C.4. It will be 
open to the public until Saturday, 
December 15. 


ee 4s ADVERTISER'S WEEKLY | 
; 
‘ o- ' 4 
gah OR Sai *» — 
% = . oe Pe es rg Wy 
i hi) ao ae f 
_ — ye Oe ll 
a =. «Fs ia . 
a — —) . wee 
|. _ ae. - 
| ee | 
- 
7 
| Pas saanataaeah 
; Ba / 
d ~ Lo non 
Z/ ry fant! 
| ” mbts he 
/ _ . SS. 2 ‘ Fs i. 
ioe A : maf " oe as 
' ; . a ‘ : ile 3 : iG 
— 2k “ , ss AK *. e 4 mg 
, —— a f 
rt. on] ee . 
™y i = tm 


ADVERTISER’S WEEKLY 


AD MANAGER 
HONOURED 


HE honour of being the first 
advertising manager to be clected 
president of the important Office 
Appliance and Business Equipment 
Trades Association goes to G, 
Mercer, publicity manager of Lamson 
Paragon Ltd. Mr. Mercer has, of 
course, already done fine work for 
the Association. Founder chairman 
of its Continuous Form Feed Equip- 
ment Section, he was elected to the 
council in 1954 
and shortly 
afterwards 
took over the 
task of head- 
ing the main 
editorial com- 
mittee set up 
to produce its 
26-part Man- 
ual of Modern 
Business 
Equipment. 

Originally 
intended for 
the Royal 
Navy, Mr. 
Mercer was re- 
jected on the 

: score of a 
minor physical defect and first 
turned his attention to engineering. 
Then he decided that a business 
career would provide him with more 
scope, and after spending five nights 


G. L. Mercer 


a week for a year at shorthand and 
typing classes, during which he at- 
tained a certified shorthand speed of 
160 words a minute, he’was appointed 
in 1926 as private secretary to H. 
Stanley, sales manager of Lamson 
Paragon’s Papercraft works. In 1929 
he was made assistant to V. W. 
Isherwood, the firm’s advertising 
manager. 

From 1930 he concentrated on his 
firm’s exhibition work and took over 
the editorship shortly after of 
Paragon Way, the company’s house 
organ. During the war he wrote the 
Paragon News Bulletin during inter- 
vals between raids, maintaining un- 
broken monthly publication through- 
out the whole of the rest of the war. 

He succeeded Mr. Isherwood on 
his retirement in 1949, and in 1951 
was given the new title of publicity 
manager. 


Canadian editor 
visits Calder Hall 


A NOTED Canadian visitor to this 
country is Roydon C. Golding, 
editor of Modern Power & Engineer- 
ing, one of the Maclean-Hunter 
group. He is here to visit Calder 
Hall and also to survey the British 
power-raising industry. 

Incidentally, J. Olivere, UK man- 
ager for this journal, tells me that 
he would be happy to help any 
British firm with regard to its 
problems concerning exports to 
Canada. 


r 


Fleet Street Players 


EPECT EE £ YE i 


next Monday and Tuesday 


December 3 and 4 


AT THE SCALA THEATRE . 


-———._ 


} 


iol 


Tickets obtainab'e from Box Office Manager, 
Wm. C. THIELE, Mayfair 9341. 
Space donated by Advertiser’s Weekly. 
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Pictured during the Advertising Agency 
visit to the Granada studios at Manchester are (left to right): 


Notley Advertising Ltd.; 
advertising manager; 


Leonard Finlay, 
Graham Roe, F. John Roe Ltd.; 
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Commercial Television Circle's 
Philip Mellor, 
Granada Northern sales and 
and Alex Anson, 


head of Granada sales and advertising department. 


BRETURNING to act in the Fleet 
Street Players’ production next 
Monday and Tuesday after a lapse 
of 27 years is Patrick v.-% * ond 
man of Arthur Knight C 

Mr. Bacon recalls how, when he 
was a very youthful copywriter with 
E. Walter George Ltd., he was cast 
for the lead in a Scala production 
called “The Eternal Spring” with 
Cc. O. Stanley’s sister from Arks 
Publicity playing opposite him. 

Another leading London non- 
professional company, The Questors, 
is doubly represented in next Mon- 
day’s Scala production of “The 
Diary of a Scoundrel,” by Paul 
Imbusch, who plays the name part, 
and Gorden Millais of Yardley’s. 

This wildly funny Ostrovsky satire 
will, I hope, raise a record sum for 
NABS. 


Well-spoken PRO 


In choosing J. C. Sutcliffe as their 
new PRO, Middlesex County Coun- 
cil have made sure of getting a 
man who can speak well in public. 
He set a record at this year’s 
Advertising Association National 
Public Speaking Contest, by being 
the first man ever to collect all three 
prizes—as a member of the winning 
team. for the best individual speech, 
and for the best impromptu speech. 

A young-looking 42, Mr. Sutcliffe 
has been with LPE for about a 
year. Previously he was PRO to 
Westminster City Council for eight 
years. He has also been PRO for 
Ealing Borough Council. 

oo * * 


LAST week a lucky colleague flew 
to Germany in company with a 
number of women fashion jour- 
nalists to view the Triumph founda- 
tion garment factories at Heubach 
and Noerdlingen. As a public rela- 
tions stunt it was probably quite 
unique. They flew from London 
Airport in a_ specially chartered 
Viking. painted on the side of which 
were the words “The Year of 
Triumph.” 

The trip was a personal triumph, 
too, for H. Auger, managing direc- 
tor of Auger & Turner Ltd 
Triumph’s agents in the UK. and 
Margaret Nally. director of Public 
Campaigners, the PR division of 
Auger & Turner. 

* * * 
SEVENTH member of the staff of 
Art Display Service Ltd. to receive 
a 25-year presentation is Ian 
Mackay, manager of the Manchester 
branch. He received a handsome 
table radio from Alex Howie, chair- 
man, at a ceremony at the Man- 
chester studios. 


——— — pelle a 


Ad men tour the 
Granada TV centre 


Last Friday I was privileged to 
accompany the Advertising Agency 
Commercial Television Circle on 
their flying visit to Manchester to 
tour the Granada television centre 

Guests of Granada TV Network 
Ltd., the party of 50 left London 
Airport in two  Hunting-Clan 
Vikings shortly after 2 p.m., arriv- 
ing at the studios, despite heavy fog, 
at 4 o'clock. 

After refreshments and introduc- 
tions to members of the Granada 
staff, we were split into eight groups 
and spent a most interesting and 
enjoyable couple of hours touring 
what is undoubtedly one of the most 
up-to-date television studios in the 
world 

At 7 p.m. we gathered to watch 
“Youth is Asking’’—a Granada pro- 


gramme not seen in London— 
returning, after its screening, to 
Ringway Aijirport for the flight 
home. 


Thanks are due to everyone at 
Granada who made the visit such 
a memorable occasion. 

* * oe 


Whaat a remarkable gift for the 
apposite story Lord Mackintosh has! 
I have heard him many times and 
he always has on tap an anecdote 
for every situation. 

One of the best things about the 
Advertising Association dinner was 
that there were only two speeches, 
both short and light—his own and 
Andrew Milne’s. 

Commenting on the fact that he 
was not going to make a long 
speech, Lord Mackintosh quoted the 
observation made by a _ mother 
whale to her youngster: “Remem- 
ber, it’s only when you’ re spouting 
that you get harpooned |’ 


CONTACT 
WEEK'S WISECRACK 


~ 


“Now, 
can we claim that free 
supplies of our products 
achieved in Melbourne?” 


Carruthers, what 
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COMPANY MEETING 


The Financial Times Limited 


The twenty-ninth annual 
general meeting of The Financial 
Times, Ltd., was held on Novem- 
ber 27th at Winchester House, 
Old Broad Street, London, E.C. 

The Rt. Hon. The Viscount 
Bracken, P.C., chairman, said: 
Gentlemen, our consolidated 
profit for the year ended June 
30th, 1956, before charging taxa- 
tion, amounted to £552,551 com- 
pared with £547,414 in the 
previous twelve months. You will 
observe that we recommend a 
repetition of last year’s dividend 
by the payment of a final divi- 
dend at the rate of 124 per cent, 
together with a bonus at the rate 
of 74 per cent, making a total 
payment for the year of 324 per 
cent. 


A Fine Retrieval 


Your directors believe that you 
will wish to join with them in 
congratulating the Management 
on a modest increase in profits in 
a year in which provision had to 
be made for the high cost of a 
prolonged industrial dispute in 
the printing industry for which 
they had no responsibility. 

Our large printing subsidiary, 
the St. Clements Press, has always 
striven to maintain friendly and 
fair relations with all who serve 
it., Despite its long record as a 
good employer, it was hauled into 
the dispute between the London 
Master Printers’ Association and 
the London Typographical 
Society. This caused a virtual 
stoppage of production for some 
seven weeks in the early part of 
the year, and created considerable 
disruption during the period of 
“work to rule” which preceded 
the actual stoppage. In con- 
sequence our customers, who 
include some of the leading 
magazines, trade papers and a 
very large number of businesses 
engaged in a variety of industries, 
incurred heavy losses. In our 
printing capacity we fully shared 
their undeserved misfortunes. 
Fortunately the increased earn- 
ings of the Financial Times more 
than made up the fall in earnings 
of our strike-bound printing sub- 
sidiary company. The Financial 
Times was not involved in this 
dispute, and its production was 
unhampered, whereas in the pre- 
vious year it was forced, in com- 
mon with all other London 
newspapers, to cease publication 
for nearly four weeks, owing to 
the strike of electricians and 
engineers employed by _ the 
national press. 


The Only Narrowment! 


The Financial Times had a 
very satisfactory year. It carried 
a record volume of advertising, 
and the circulation was main- 
tained at a high level despite an 
increased selling price and un- 
settled conditions in many of the 
great national and international 
services centred in the City of 


CHAIRMAN’S REVIEW 


In former times the for- 
tunes of financial newspapers 
almost entirely depended upon 
conditions in what is called “the 
City.” Though the Financial 
Times has steadily increased, and 
1 hope improved, the services 
manifold the City has always re- 
quired of it, our advertisement 
revenue derived from industry is 
now rather larger than the ample 
one provided by financial adver- 
tising. The Financial Times is 
now much more than a financial 
newspaper. While we are proud 
of its international reputation as 
a financial journal, we must 
acknowledge that its name is the 
only narrow thing about the 
paper. 


London. 


“Ete Only Oe of CS Re 


A friendly newspaper recently 
described the Financial Times as 
“a business paper, the only one of 
its kind in the world.” This is a 
pleasing description but it is still 
rather narrow. We could, I think, 
stake out a claim to be the only 
daily newspaper that adequately 
records the astonishing progress 
of an ever-increasing partnership 
between science and _ industry. 
Most important industrial inven- 
tions, new industrial processes or 
improvements in managerial tech- 
niques are promptly reported to 
British industry by our corre- 
spondents in every continent. We 
are, therefore, entitled to call our- 
selves a trusty, well-informed and 
resourceful servant of industry. 


Na the Example of 
itish Chairmen” 


One oy the lesser but satisfying 
signs of the Financial Times’s 
thorough and independent report- 
ing of the world’s important 
financial, commercial and indus- 
trial news is the steady growth of 
the advertising it derives from 
leading industrial companies in 
foreign countries, And the 
volume of our company meeting 
reposts, by far the largest in the 
world, is being steadily increased 
by the desire of chairmen and 
presidents of large foreign com- 
panies to emulate the heads of 
British companies by giving an 
annual report of their progress to 
readers of the Financial Times. 

The “chairman's speech” used 
to be an almost exclusively British 
form of company publicity. 
Heads of leading Continental 
companies are now following the 
example of British chairmen by 
inserting reports of their annual 
meetings in the Financial Times. 


Where Credit is Due 

The directors and shareholders 
owe much to the energy and 
resourcefulness of our editorial 
and business staffs who after the 
end of the last war set themselves 
to transform the Financial Times. 
They have enhanced its long 


established reputation as a guide 
in matters financial, and by their 
fresh ideas and sound ingenuity 
have also made it the world’s first 
daily industrial or “business” 
newspaper. 


New Premises 


At our last meeting I told you 
that we were about to sign a 
lease granted by the Corporation 
of the City of London to enable 
us to erect a new building upon a 
site lying between Cannon Street 
and Queen Victoria Street, not 
far from St. Paul’s Cathedral. 
Application was made to the 
Capital Issues Committee for per- 
mission to raise the necessary 
funds, and at an Extraordinary 
General Meeting held on 2Ist 
February, 1956, shareholders ap- 
proved the issue of £1,300,000 
5+ per cent Mortgage Debenture 
Stock, and authorised the issue of 
a further £200,000 of Debenture 
Stock in the event of the cost of 
the building exceeding the total 
estimated cost of £1,600,000. 
Work on the building commenced 
in May. So far it has consisted 
of excavating the basement and 
constructing the retaining walls, 
which you will realise is no small 
task when I tell you that the site 
area exceeds 30,000 sq. ft. and 
the basement is 40 ft. deep. Work 
is about to begin on the erection 
of the steel frame of the build- 
ing. Our builders, F. G. Minter 
& Son Limited, are more or less 
up to schedule in spite of ex- 
tremely bad summer weather, and 
we are hopeful of entering into 
occupation of the building at the 
end of 1958. It will house our 
staffs now scattered in five offices 
in London and provide first-class 
premises for the St. Clements 
Press which has long been handi- 
capped by the inadequacy of its 
present densely crowded factory. 


“Prophecy” 

Forecasting what may happen 
in the course of a new year is 
generally a futile and often a 
dangerous effort, more especially 
if prophets are also optimists. 
Nearly twenty-nine years have 
gone round since I became chair- 
man of the company now con- 
trolling the Financial Times. 
One of the few mistakes I have 
not made in this long innings is 
to set myself up as a prophet. 
And so you can hardly expect me 
to try to anticipate what a new 
year has in store for us or for any 
other company whose fortunes 
are linked with British industry. 

I could generate some optimism 
if the consequences of this Suez 
Canal affair would shake the 
widely held belief that the hectic 
prosperity of the past decade, 
bred as it has been by persistent 
monetary inflation and by a world 
wide scarcity of raw materials and 
manufactured products, would 
long continue. Before the Suez 
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Nielsen plan for 
new research 


A “highly significant” an- 
nouncement of the A. C. Niel- 
sen Co, Litd.’s intention of 
setting up a Home Diary 
Panel in the near future has 
been made this week by Chris- 
topher Cross Brown, director 
in charge of the Nielsen Retail 
Index Division. 

“Specific plans” have now 
been completed for the Panel 
—a method of home 
consumption of goods—and in 
the meantime the Nielsen com- 
pany is inviting ideas and sug- 
gestions, 

Discussions with prospective 
clients are already taking 
place. 


Sir John Balfour 
to be IPR 


lunch speaker 


Guest speaker at the Institute 
of Public Relations luncheon at 
the Criterion Restaurant on Wed- 
nesday will be Sir John Balfour, 
who, as United Kingdom Com- 
missioner-General, is responsible 
for the organisation of the British 
contribution to the Brussels Uni- 
versal and International Exhibi- 
tion of 1958. 

Next Friday, World Wide Pic- 
tures Ltd. will present a 60- 
minute programme of recent 
films to members of the Institute 
in the British Council Theatre at 
6.30 p.m. 


New centre for 


. . 
hat publicity 

The men’s hat industry now has 
its own Hatters’ Information 
Centre, with Lewis C. Juchau as 
press officer in charge. It is at 
125-126, Grand Buildings, Trafal- 
gar Square. 

Before the war Mr. Juchau 
founded the magazine Hat Pro- 
duction and Design, since taken 
_ Over by United Trade Press and 

| published as British Millinery, 
and he has also edited Hatters’ 
Gazette. 

| _ The public relations campaign 
| for men’s hats by F. C. Pritchard, 
| Wood & Partners Ltd. has now 
ended. 


affair began there were ominous 
signs of a weakening of Britain's 
power to expand in export 
markets. But there was no sign 
of any general awareness of the 
fact that of all the so-called 
“great powers” our economy is 
the most vulnerable. It has often 
been said that when things are at 
their worst, our people are at 
their best. I should be surprised 
if before much time passes they 
will not once again be given an 
opportunity of proving the en- 
during worth of this statement. 

The report and accounts were 
adopted. 


Pe 47 ee 
ee a 
- 
- _ 
I oe ee. ee Ce >: See ha a : baie” 


ADVERTISER'S WEEKLY 


An Alphabet 
of 
Household 
Names 


Passap Knitting Machines 
Patons & Baldwins 

Persil Home Washing Bureau 
Potter’s Fabrics 

Premier Electric 

Prestcold 

Quaker Oats 

Radiation (Gas) 

Ronuk 

** Royal "’ Instant Puddings 
Sainsbury 

Servis Washing Machines 
Sewing Silks 

Singer Sewing Machines 
Sirdar Wools 

Smiths Clocks & Watches 
SnoWhite Drying Cabinets 
Surf Washing Advisory Service 
Taylor, Law 

Tide Washing Clinic 
United Dairies 

Van den Berghs 

Viking Sewing Machines 


Vitamins Grou Aces 
Information Service) 


Wilts U.D. 


—and they 
all use 


Home Economics 


the mass-influence 


medium 


. 
Home Economies 
AND DOMESTIC SUBJECTS REVIEW 


9a Kensington High Street 
London, WE. 


Western 9856 (4 lines) 


PUBLICATIONS IN THE NEWS 


‘Mother and Baby’ 


changes hands 


The year-old Mother and Baby 
has been acquired by Century Press 
Ltd. Editorial and advertisement 
offices will be at the headquarters 
of Century Press Group, 5 Barrett 
Street, London, W.1. Mrs. Rosalind 
Jacquier, the former managing 
director of Mother and Baby, has 
joined Century Press as advertise- 


| ment manager of the magazine. 


* * oe 
The December issue of London 
Musical Events will be a special 10th 
mete and cee Number. 
* 


From January 1 advertisement 
rates for The Hindu will go up to 
1 10s. per sci up to 99 scis, 
£1 7s. per sci for 100 scis or more. 
and £1 10s. per sci (flat rate) for 
company reports, etc. The same 
company’s Sport and Pastime will 
increase its rates to 15s. per sci up 
to 49 column inches and 12s. per 
sci for 50 column inches or more. 


* + * 

The Book of Good Housekeeping 
was published poserdey (Fhursday) 
by the National Magazine Co. Ltd., 
at 45s. A further Good House- 
keeping Gravure Booklet entitled 
100 Chocolate Recipes will be pub- 
lished on Monday at Is. 6d. 


* ok * 

A 20-page Christmas Book Sup- 
plement was contained in The 
Birmingham Post & Birmingham 
Gazette on Tuesday. It featured 
books under the various headings of 
art, music, etc., and the text was 
supported by advertisements from 
publishers and local booksellers. 


New St. Albans paper 


A new weekly, the St. Albans 
Gazette, was launched last Friday, 
priced 2d. The new paper is pub- 
lished by Hatfield and Potters Bar 
Gazette Ltd.. who also publish 
Potters Bar and District Gazette and 
Hatfield and District Gazette. Type 
area is 16} in. by 12} in. and t 
advertisement rate is 7s. per sci. 
Advertisement manager Stephen 
Baddler will continue to make the 
Potters Bar office his headquarters, 
but J. Deamer will be based at 
St. Albans to deal with advertising. 

* * 7 

Games & Toys is to cover the 
Harrogate International Toy Fair 
(January) and the British Toy Fair 
at Brighton (February) with special 
issues for those months. 

” * o 

Large spaces in national press, TV 
spots and posters were used to intro- 
duce a “Guess Who” Competition 
which started in the Daily Sketch 
on Monday. 

x 


* * 

The first issue of Practical Power 
Farming came out yesterday (Thurs- 
day). Priced Is.. it will be published 
monthly by Farmer and Stock- 
Breeder Publications Ltd. It has 
68 pages, 11% inches by 15} inches, 
and will have a part-controlled and 
part free-sale circulation of 20.000. 
Previously it was the Power Farmer, 
a square-backed monthly selling at 
> 


s. 6d 
+ . . 
A four-page section on rockets 
and guided missiles will be featured 
in Mustrated next week 


HARPER'S 


raat 


Chiristimat® 


y r 


The Christmas number of Harper's 
Bazaar will contain a special feature 
on Christmas drinks with a tear-out 
sheet of recipes. Other special 
features will be on Christmas 
presents and Christmas party dresses. 


* * * 


The Electrical Wholesaler, pub- 
lished by the Electrical Wholesalers’ 
Federation, stopped publication with 
its autumn issue. 

- 


. 

The January issue of Light Craft 
will be an enlarged National Boat 
Show Number containing a fully- 
illustrated preview of the Show 
which opens at Olympia on 
January 1. 

” * * 

The Pins and Needles plus Week- 
end Workshop dol! dressing com- 
petition (ADVERTISER'S WEEKLY, 
October 19) has met with a “mag- 
nificent response,” says Christine 
Veasey, who organised it. 
original offer of 1.000 dolls to be 
sent out for readers to dress was 
increased to 2.500 after more than 
10.000 applications had come in. 
The winning doll was chosen by 
Wilfred and Mabel Pickles last 
Thursday. All the dolls will now 
be sent to children’s hospitals as 
Christmas presents. The full list 
of winners will be published in the 
January issue of Pins and Needles 
plus Week-end Workshop. 


Irish book survey 


Last Monday’s issue of the Belfast 
Te'egraph contained a four-page 
“Books for Christmas” supplement. 
It carried a survey of books read 
in his youth by Dr. Tom Finnegan, 
president of Magee University 
College, Londonderry, an article 
entitled “The Year in _ Irish 
Writing’ by Martin Wallace, and a 
special section on children’s books 
by Patricia Hutchins. It was sup- 
ported by advertisements from 
publishers and local booksellers. 

* * * 


Stuart Mander, advertisement 
director of George Newnes Ltd., 
has announced this week that the 
net sales of Amateur Gardening are 
now “greatly in excess of’ 250,000 
—a record for the publication. 

* . 7 


Latest issue of Transad News 
describes, with many illustrations, 
how station and transport media 
are used for building society 
and insurance company publicity 
and also for advertising “Guys and 
Dolls” and “The King and [.” 
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We Hear 


Folkestone, as well as Torquay, is 
thinking in terms of a “town tie” to 
publicise itself. The Corporation 
has been told that the local Cham- 
ber of Trade has arranged for the 
manufacture of a Folkestone tie, to 
be sold by three firms in the resort. 


. * * 


In a commercial TV spot on 
Saturday evening, the Arthur Mur- 
ray School of Dancing offered a 
£S rebate on the cost of a course 
of tuition to the first 100 viewers 
booking courses before midnight. 
Within the time limit “well over 
100" were received. 

= * 


The advertising committee of 
Cleethorpes (Lincs.) Town Council 
has been considering new poster 
designs, but it is stated that none 
of the new designs is suitable. The 
old poster showing two children on 
the back of a seagull flying over the 
town, first used just after the war, 
is to be brought up to date and 
used in future for publicity purposes. 


CONFERENCE 


The College for the Distributive 
Trades, in conjunction with the 
Buyers’ Benevolent Association, is to 
Organise a three-day conference for 
retail buyers of non-food mer- 
chandise, to be held at the College 
on February 19 to 21. 

* * 7 


The Gas Council is to publish 
each year a list of tested and 
approved gas catering appliances. 

e list, available free of charge 
from Area Gas Board offices and 
showrooms, is issued as a com- 
panion publication to the Council's 
List of Tested and Approved 
Domestic Gas Appliances. 

- * * 


Lytham St. Annes Corporation 
plans to advertise the resort on 
20 000 drip mats to be distributed to 
hotels throughout Lancashire, York- 
shire and the Midlands. 

* * * 

The lighting division of Philips 
Electrical Ltd. has published the 
first number of its new Lighting 
Application Bulletin. Further edi- 
tions will be produced at irregular 
intervals. It is a four-page two- 
colour publication. 


CONSULTANTS 


Design Research Unit have been 
appointed consultant designers to 
Ever-Ready Razor Products Ltd.. to 
undertake an extensive redesign pro- 
gramme for products, packaging and 
presentation material. 

* * * 


Owing to expansion, W. S. Craw- 
fords Ltd. Public Relations moved 
on Wednesday to 5-9 Quality House, 
Quality Court, Chancery Lane, 
London, W.C.2. 

* * * 


Other changes of address: Bell & 
Cole Publicity Ltd. to 96a Mount 
Street, London, W.1; Hope Adver- 
tising Ltd. to Wedmore Works, 
Wedmore Street, N.19; “Rubber & 
Plastics ” and “Industrial 
Kaleidoscope Digest” to Gaywood 
House. Great Peter Street. West- 
minster. S.W.1; HFL (Publishers) 
Ltd., Max Reinhardt Ltd., and The 
Nonesuch Press to 10 Earlham 
Street, Cambridge Circus, W.C.2 
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How Selfridge revolutionised 


store advertising 


HE SET THE STYLE OTHERS FOLLOWED 


The complete story of the revolution H. Gordon Selfridge 
started in store advertising is told in the recently-published 


“No Name Above the Door,” 


by A. H. Williams, who was 


with Mr. Selfridge for over 30 years, first as his advertising 
manager and later as sales director. 


When Mr. Selfridge came to 
Britain in 1906 he found most of 
the shops, even the most exclusive 
ones, were dark, pokey places, in 
which the _ assistants treated 
customers with crudeness, rude- 
ness and a haughty coldness. 

And their advertising, if they 


Beaverbrook ad 
revenue shows 
increase 


Substantial increases in adver- 
tisement revenue were registered 
by all four papers in the Beaver- 
brook group, the annual report 
for the year ended June 30, 1956, 
reveals. 

The Daily Express increased by 
£1,726,732 to a total of £6.344.493 
(an increase of 37.39 per cent). 
The Sunday Express by £404,303 
to £1,354,019 (42.57 per cent). 
The Evening Standard by 
£371,189 to £2,731,987 (15.72 
per cent). The Glasgow Evening 
Citizen by £60,530 to £553,943 
(12.27 per cent). 

The total advertisement revenue 
from these newspapers for the 
year was £10,984,442. 

The report is illustrated by 
photographs and coloured back- 
grounds. 

In the former the amount paid 


by advertisers for space (in- 
cluding advertising extraneous 
to the four newspapers) was 


£11.049.468 (43.93 per cent of 
total income). This was less than 
the amount the public paid for 
the newspapers — £13,447,726 
(53.46 per cent). 

In the second panel, commission 
to advertising agents accounts for 
£1.544.985 (6.14 per cent of ex 
penditure). The biggest item is 
paper and ink at £7,079,483 (28.14 
per cent). 


‘Public Service’ and 


‘Municipal Journal’ 


_ With reference to their adver- 
tisement which appeared in last 


week's issue, the advertisement 
managers of Public Service, 
Reginald Harris Publications 


Ltd., have asked us to say that 
they regret that in their copy the 
words “municipal journal” 
appeared with a capital M and J. 
This was not intended as a direct 
reference to the Municipal 
Journal, and they regret any em- 
barrassment which may have 
been caused to that journal. 


condescended to do any at all, 
was on a par with their shops. 

Selfridge—who was 50 when he 
planned his Oxford Street store— 
set out to change all that, and 
succeeded beyond his wildest 
dreams. He started a new style 
of advertising and all the others 
were compelled to follow. 

He spent £36,000 on advance 
advertising before his store was 
ready to open—the equivalent of 
about £200,000 at today’s money 
values. 

His code of advertising, as 
quoted by Mr. Williams, was: 
“The whole art of merchandising 
consists of appealing to the 
imagination. Once the imagina- 
tion is moved, the hand goes 
naturally to the pocket. But if 
the first appeal is to the purse, 
the imagination is apt to revolt 
and raise barriers against buying.” 


No colour 


He regarded two-colour adver- 
tising as distracting to the in- 
tended buyer and would not use 
it. But he did start something 
entirely new, the Callisthenes 
columns, in The Times and other 
responsible newspapers, and spent 
£60,000 on them in 26 years. 

One of Selfridge’s greatest con- 
tributions to advertising was in 
the art field. 

Such illustrations as had been 
used in the pre-Selfridge shop ad- 


Vertisements were crude. He 
greatly admired the work of 
Punch artists and, with the 


assistance of Sir Herbert Morgan. 
then of W. H: Smith, he secured 
the services of a number of them, 
including Sir Bernard Partridge. 
Their skilled draughtsmanship 
made the early Selfridge adver- 
tis¢ments outstanding. 

He was a great believer in per- 
sonal relationship with all 
branches of the press and num- 
bered many of the press Lords 
among his close friends. He was 
constantly devising new stunts 
to publicise his store and his 
close contact with Fleet Street 
brought immediate success to 
most of these. 

Mr. Williams leaves the reader 
in no doubt that he is still a hero- 
worshipper of Gordon Selfridge, 
as is quite understandable. But 
this does not prevent him telling 
in detail the foolish squandering 
of millions on actresses which 
eventually brought Mr. Selfridge 
to the verge of bankruptcy and 
led to his losing control of the 
store. 


No Name Above the Door, by A. H 
Williams (W. H. Allen & Co., 18s.), 


All ages es 


This photo-litho display card has 
been designed and produced for 
F. C. Lowe & Son Ltd., of Sitting- 
bourne, by Print Processes Display 
(London) Lid. The photograph of 
the dogs is in black and the back- 
ground colours are yellow and blue. 
The card measures 10 in. high by 
7 in. wide. 


3.000 see ISAS 
festival films 
Showings of the prize-winning 
films from the ISAS Cannes 
Advertising Film Festival have 
been seen by 3,000 people from 
agencies and advertisers in 
London, Glasgow, Birmingham, 
Bristol, Manchester, Leeds and 

Newcastle. 

Owing to a great number of 
requests, Bristol and Newcastle 
were included in this year’s pro- 
vincial tour and further arrange- 
ments are now being made for 
shows in Leicester, Liverpool and 
Nottingham. 
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BIRMINGHAM 
DATES FOR 
THE BIF 


The Birmingham Chamber of 
Commerce will hold the British 
Industries Fair at Castle Brom- 
wich, Birmingham, from May 6 
to 17. Government financial 
backing for the London section 
of the Fair was withdrawn earlier 
this year. 

Castle Bromwich is claimed to 
be the largest single exhibition 
hall in the world. Every section 
of British industry is being invited 
to participate, whereas in the past 
only the hardware and heavier 
industries were represented at 
Birmingham. 

A number of London exhibitors 
have indicated their intention of 
showing at Castle Bromwich, say 
the organisers, in addition to the 
hardware, building, electrical and 
engineering sections which have 
always shown there before 
Already half the available stand 
space has been booked—five 
months before the Exhibition 
opens. 


Fair president 


Mr. Peter Thorneycroft, Presi- 
dent of the Board of Trade, has 
accepted the honorary presidency, 
and the presidents of the Federa- 
tion of British Industries, the 
National Union of Manufac- 
turers, the Association of British 
Chambers of Commerce and the 
Trades Union Congress have 
become honorary vice-presidents. 

Invitations have been sent to 
nearly 140,000 overseas and home 
buyers inviting them to visit the 
Fair. More than 100 countries 
are being covered by these invita- 
tions and 10 languages are being 
used. Three communications are 
being sent to each overseas buyer. 


Midland actress Helen Caine is the central figure in an initial series of 
eight 30-second TV spots in a campaign for Granary Bread launched last 


week. 


ATV “Lunch Box’ and the national network programme “House- 


wives Call the Tune” are being used. Prior to the TV advertising a direct 


mail scheme to bakers, including sample loaves, was carried out. 


Running 


concurrently with the TV spots are eight-inch double-column advertisements 


in selected provincial evening papers. 


At rehearsal for the first spot are 


(left to right): Mark Eley and Leslie Smith. both of McConnell & Co. 

(Advertising) Ltd., the agents; Helen Caine; Patrick McMaster, Midland 

area manager of the English Grains Co. Ltd.; and Claude A. Page, Midland 

director of McConnell & Co. Following the initial campaign for Granary 

Bread, a TV competition is planned to run from January to the beginning 

of March, Among the programmes to be used is ATV's magazine feature 
“About Homes and Gardens,” 
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More people of all ages, and 
particularly the younger, read 
the Evening Chronicle 

every month. For complete 
coverage your message must 
be in Manchester's great, 
growing evening paper. 


ou can’t cover 
Manchester 
without the 


EVENING 
CHRONICLE 


ist 
in Britain 
FOR GROWTH 


49,849 extra copies in four years. 


Fastest-growing evening in 
Britain. 


3rd 
in Britain 
FOR SIZE 


ABC 295,729. Third-largest 
provincial evening sale. 


Current Advertising 


Flip-top box for 
Player’s No. 3 


Advertisements to tell the public 
and the trade about a new package 
for Player’s No. 3 cigarettes have 
appeared in newspapers and maga- 
zines. The new pack is designed 
by London industrial designers, 
THM Partners. 

Tying in with the Player's No. 3 
advertising—agents: John Haddon 
& Co. Ltd.—the new pack empha- 
sises quality. Haddon’s No. 3 
theme “for special occasions” has 
been adapted to introduce it. Copy 
stresses “the handsome new look” 
and the “easy flip-open” action of 
the hinged-lid box. 


Armstrong-W arden’s 


new accounts 

The Itshide Rubber Co. Lid. have 
appointed Armstrong-Warden Lid. 
from January 1 to handle the adver- 
tising of Itshide rubber soles and 
heels and Itsolite products, as well 
as the advertising for their associate 
company, the Premo Rubber Co. 
Ltd., manufacturers of Minibrix. 


* Fs 
Player's 3 extra quality chrwrettes e" 


The new flip-top box for Player's 
No. 3 cigarettes is demonstrated in 
this advertisement. Although the 
old colours have been retained in 
the new pack (sepia lettering on 
white board), the new package is 
simpler and stronger. The figure 
“No. 3” has been emphasised, so 
that it is easy to see and remember. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


BOWSER, MONKS & WHITE- 
HOUSE LTD., for Erwoods Ltd. 
Campaign in motoring press and 
national papers for Bowmonk 
drive-on car ramps. 

PERSONALITY BEAUTY PRO- 
DUCTS LTD., for Wilfrid Tis- 
bury & Co. Lid. Campaign for 
Personality Turtle Oil Soap 
planned. 

ERIC COWPE LTD., for Stowe & 
Bowden =_ Ltd. Campaign in 
monthly magazines and trade 
press for Candlewick household 
textiles planned. 

REGENTONE RADIO & TELE- 
= LTD., for S. C. Peacock 

td. 

RADIO, GRAMOPHONE  DE- 
VELOPMENT CO. LTD., for 
Napper, Stinton, Woolley Ltd. 

ABC TELEVISION LTD. for 
Foote, Cone & Belding Ltd. 

PATERSON ENGINEERING CO. 
LTD., makers of water purifica- 
tion plant and_ industrial filters. 
using engineering trade press; 
STEPHENS CABINET INCU- 
BATOR LTD., using farming and 
poultry journals. Accounts for 
T. B. Browne Lid. 

ITSHIDE RUBBER CO. LTD., and 
associate company PREMO RUB- 
BER CO. LTD., for Armstrong- 
Warden Ltd. from January 1. 

CARBIDALL LTD., “Pivoted 
Wing” storage units; SOUTH- 
ERN METALIFE LTD. anti- 
corrosion paint. Accounts for 
Chapmans Advertising Ltd. 


Campaigns 


CHILTERN TOYS, usmg full- 
colour spaces in women’s maga- 
zines. (R. S. Caplin Ltd.) 

CLARKS OF RETFORD, using 
provincial press to announce 
opening of new shop at Scun- 
thorpe. (Gorings Ltd.) 


|S. E. OPPERMAN LTD., using 


motoring press for Unicar. new 


fibreglass bodied baby saloon car 
(Erwoods Lid.) 

ESTRAVA, using Vogue, Vanity 
Fair, Everywoman and Modern 
Woman. (The Robert Freeman 
Co. Ltd.) 

CEPEA DEVELOPMENTS LTD., 
using 90-second commercials in 
shopping magazines on London 
TV station for Tri-Chem_ball- 
point colour tubes. (Clifford 
Bloxham & Partners Ltd.) 

SPONCEL LTD., using commercial 
TV on all stations during Decem- 
ber for cellulose toilet and car 
sponges. (Crane Publicity Ltd.) 

ST. RAPHAEL FRENCH APERI- 
TIF (distributors F. S. Matta 
Ltd.), using direct mail. (Direct 
mail agents: Leslie Frewin 
Organisation Ltd.) 

KIMBERLY-CLARK LTD., using 
leading hospital publications for 
“Medical Wipes,” disposable 
tissues for hospital use. (Foote, 
Cone & Belding Lid.) 

W. R. SWANN & CO. LTD., using 
technical and professional maga- 
zines for Swann-Morton scalpels 
in 1957. (Armstrong-Warden Ltd.) 

HARRIS TWEED ASSOCIATION, 
using commercial TV in New 
Year. (Dorland Advertising Ltd.) 

PLAYER’S NO. 3 CIGARETTES, 
using newspapers and magazines. 
(John Haddon & Co. Ltd.) 

GRANARY BREAD, using 0- 
second spots on commercial TV 
and eight-inch double-column ads 
in provincial evening papers. 
(McConnell & Co. (Advertising) 
Lid.) 

LINCOLNSHIRE CANNERS 
LTD., using 15-second spots on 
commercial TV from London 
station for Lin-Can fruits and 
vegetables. (Roe Television Ltd.) 

KENWOOD ELECTRICS LTD. 
using trade and consumer press 
for Activair Fan-Heater. (Will- 
ing’s Press Service Ltd.) 

TOLLEMACHE’S BREWERY 
LTD., using 15-second spots on 
commercial TV from London 
station during pre-Christmas 
period. (Alfred Pemberton Ltd.) 
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‘ 
Agents appointed 
for radio group 


The Harries group of radio 
and television companies has 
appointed new agents for two of 
‘ts firms. They are S. C. 
Peacock Ltd. for Regentone 
Radio and Television Ltd., and 
Napper, Stinton, Woolley Ltd. 
for the Radio Gramophone De- 
velopment Co. Ltd. Advertising 
for the other company in the 
group, Argosy Radiovision Ltd., 
is handled by Howard Panton 
Ltd.. who were appointed in 
June. 


Schedule includes 


hospital journals 


“Medical Wipes’ — disposable 
tissues for hospital use made by 
Kimberly-Clark Lid.—are now being 
distributed by Alexander Carus and 
Sons Ltd., Darwen, Lancs. 

A specialised advertising cam- 
paign will begin in December— 
planned by Foote, Cone & Belding 
Ltd.—with staggered insertions in 
the three leading hospital publica- 
tions: Hospital, Hospital Officer and 
Hospital Health and Management. 

The main copy line is “Special 
disposable tissues for hospital use. 
they save preparing cotton wool 
swabs.” Each advertisement will 
offer a professional sample. 


Harris Tweed trade 
mark on TY 


A reminder of the importance to 
the consumer of the Harris Tweed 
trade mark and label will appear in 
spots sponsored by the Harris 
Tweed Association on commercial 
TV programmes in the New Year 

The spots will show a close-up of 
the association’s well-known trade- 
mark—an orb surmounted by a 
Maltese Cross—also the label to be 
found on the garment. Agents are 
Dorland Advertising Ltd. 


Two Lin-Can spots 
on London TV 


From tomorrow (Saturday) Lin 


Can fruits and vegetables, which 
have regular spots on Birmingham. 
Manchester and Leeds commercial 
TV stations, will go on London 
screens in two live-action commer- 
cials by Roe Television Ltd. 

Both the commercials are set in 
a grocer’s shop. In the first the 
dialogue takes place between the 
grocer and a customer. In the 
second a third character is intro- 
duced, the grocer’s daughter, who 
rushes in unexpectedly and grabs 
Lin-Can goods from the shelves. 

This second commercial is an 
adaptation of the Lin-Can feature 
in the technicolor “Shop” film 
recently shown in cinemas in the 


North-West 
Sponcel’s TV drive 


Sponcel Ltd. are to run a short 
campaign on commercial television 
for their cellulose toilet and car 
sponges. Designed to stimulate 
Christmas sales of these products it - 
will take the form of daily five- and 
ten-second spots on all stations, 
between Monday and December 23. 

Time has been booked during both 
afternoon and evening programmes 
and includes a number of peak 
viewing times. Agents are Crane 
Publicity Ltd. 


ee 50 a 
Are you missing ‘i . _ ee is 
the oa 
younger people - + 
in Manchester P a 
: & : 
er a! 
. é ee 
ht Sad MR 4, PF ee 
; ar ~ Rericy 
Ge & | 
i ae n 
=) . . ee om e z m7 ST 
Se 
; er ee ———— ne - a 
now , 
pd 
po 
a 
a 
ope? \ 6 Sea ne Ph air ——— is 2 ae ers eae. eipey : —— — - 


NoveMBER 30, 1956 


director. 


Cyril Birks 


Association for ten years 


Alex Thorne, who describes himself as “the other half of 
the firm,” was previously secretary-general of the Pathfinder 
and still retains his connection with 
the Association as a member of the council and editor of 
The Marker. 

Birks-Thorne Ltd. handle publicity and PR for a number 
of commercial and industrial concerns. including Microcell 
Ltd., B. & I. Nathan Ltd.. Arosa nylon stocking manufac- 
turers and Nottingham lace-makers. 
advisers to the Royal Air Force Association, Radar Associa- 
tion and the. Guild of Air Traffic Controllers. 


They are also publicity 


Birks leaves ‘Evening News’ to join own PR firm 


After completing over fourteen years as air correspondent 
with the London Evening News, Cyril Birks is leaving today 
(Friday) to concentrate on the rapidly increasing publicity and 
public relations work of Birks-Thorne Ltd., of which he is a 


Alex Thorne 


Bristol 
45 per cent are 
cinema-goers 


In Bristol, where there is a popu- 
lation of some 442,481, the average 
weekly attendance at the city’s 31 
cinemas is 200,000, a total of 45 per 
cent. This was disclosed at a film 
show meeting of the Bristol and 
West Publicity Club at the Royal 
Hotel, Bristol, by W. J. Collins, of 
Pearl & Dean Lid.. who showed 
members the film “Sixty Years of 
Advertising in 60 Minutes.” 


Ad Man’s Diary 


Monday, December 3 

REGENT ADVERTISING CLUB. Creative 
Circle discussion. E. C. Mackenzie 
6.30 p.m 

FLEET STREET PLAYERS. “Diary of a 
Scoundrel."’ Scala Theatre, Charlotte 
Street, W.1 7.30 p.m. (and Tues- 
day) 


Tuesday, December 4 


REGENT ADVERTISING CLUB. Talk on 
poster advertising Nigel Rogers 
6.30 p.m 

BRITISH ASSOCIATION OF INDUSTRIAL 
EDITORS Luncheon meeting 


Francis Williams. Shaftesbury Hotel, 
W.C.2. 12.380 for | p.m 

BRADFORD PUBLICITY ASSOCIATION, 
Viewing and discussion of commer- 
cial television. Brown, Muff & Co. 


Ltd Howard House, Bradford 
7.15 p.m 

BERKS & BUCKS PUBLICITY ASSOCTA- 
rion. Meeting. C. W. Price. Berk- 
shire Club, Reading. 7.340 p.m 
NCORPORATED SALES MANAGERS’ 
ASSOCIATION (Manchester branch). 
Annual dinner Midland Hotel 
PUBLICITY CLUB OF LEICESTER. Meet- 


ng. W. H. Clarke. Adult Educa- 
tion Centre, Belvoir Street, Leicester. 


Wednesday, December 5 


INSTITUTE OF PUBLIC KELATIONS 
Luncheon meeting Criterion 
Restaurant, W.1 12.45 p.m 


BRITISH & LONDON POSTER ADVERTIS- 
ING ASSOCIATIONS. Dinner and dance. 
Grosvenor House, W.1 7.” p.m. 


Thursday, December 6 

INSTITUTE OF PACKAGING (Southern 
trea) Meeting K. J. Pentinga. 
Management House, Hill Street, 
W.1. 6.30 p.m 

BRITISH DIRECT MAIL ADVERTISING 
ASSOCIATION Luncheon meeting. 
James Pilditch on “The art of clear 


writing 

EAST ANGLIAN PUBLICITY CLUB, Meet- 
‘ng Alex Anson Great White 
Horse Hotel. Ipswich. 7.45 p.m. 
Friday, December 7 

INSTITUTE OF PACKAGING (South 
Western branch). Meeting. K. J. 
Pentinga Grand Hetel. Bristol. 
6.30 p.m. 

REGENT ADVERTISING CLUB.  Christ- 
mas Fare in aid of Orphans’ 


Christmas Fund. 7 p.m 

BERKS & BUCKS PUBLICITY ASSOCIA- 
TION Christmas luncheon. Hotel 
de Paris. Bray-on-Thames 12.30 


for 12.45 p.m. 


London 


‘Some advertisements do immense 
amount of good’—Gilbert Harding 


“People who advertise with integrity and artistry do the public an 
immense amount of good—all for nothing,” said Gilbert Harding when he 
spoke to a capacity audience of the Publicity Club of London at the 


Waldorf Hotel on Monday. 

One of the things that infuriated 
him, however, were the people who 
advertised their products, but when 
you went into the shop you could 
not buy them. That afternoon, he 
said, he had responded to an adver- 
tisement for Corn on the Cob, and 
he had to go to nine shops before 
he could get it. 

Mr. Harding said he thought 
cinema advertisements were now 
“superb.” The trouble was, did 
people go to the cinema enough? 
_When he was asked how he recon- 
ciled his derogatory remarks about 


Club News 


advertising in his book on manners 
with his many activities in that 
field, Mr Harding replied that he 
was thinking at that time about 
the hire-purchase restrictions. 

Commercial TV had been started 
and the public were being persuaded 
to have their sets converted, and 
then to buy the products advertised 
ata time when hire-purchase restric- 
tions were being introduced. 

In answer to another question, 


Mr. Harding laughingly said that 
he did not think his name attached 
to a particular product helped that 
product to sell. 

He was more serious when speak- 
ing about public relations officers. 
He said on the whole they were 
invaluable, and he thought all 
Government departments and 
nationalised industries ought to have 
them. He specially mentioned the 
Colonial Office. 

“Why we do not make any 
answer to the attacks made on us 
in various parts of the world, by 
the Greeks for example in relation 
to Cyprus, is beyond me,” he 
added. 


Poster prize 


The Association of Leeds 
Retail Butchers is to run a poster 
publicity campaign, and with this 
in view is offering prizes for suit- 
able slogans and designs through 
the local press. A prize of £5 is 
offered for the design finally 
chosen for the poster, £3 for the 
best slogan submitted, and £1 for 
each slogan used in the campaign. 


ADVERTISER'S WEEKLY 


Japanese artist 
wins ‘Teahouse’ 


poster prize 


MGM have just concluded their 
international competition for the 
best poster advertising “The Tea- 
house of the August Moon.” 


The three judges were William 
Lieberman, Curator of Prints for 
the Museum of Modern Art: 
A. Hyatt Mayor, Curator of 
Prints for the Metropolitan 
Museum of Art; and Theodore 
J. H. Gusten, executive director 
of the International Graphie Arts 
Society. A total of 17 countries 
submitted entries. 


The winner selected by the 
judges was Kaoru Ueda of Japan. 
Anthony Simpson of Australia 
and Miss Lefor of France were 
runners up. The countries which 
entered posters in the “Teahouse” 
contest included South Africa, 
Manila, Italy, Germany, England, 
New Zealand, Colombia, Argen- 
tina, Spain, India, Sweden, 
Mexico, Singapore, and Brazil. 


Artist Kaoru Ueda has been 
awarded $1,000 in cash for the 
winning poster. 


It is planned to use all the 
posters submitted as part of a 
world-wide display unit which 
will travel to all 17 countries for 
the showing of “The Teahouse of 
the August Moon” in their prin- 
cipal cities. 


Eighteen-year-old trainee artist 
Michael Margolis, of London, 
won the £100 first prize in the 
British qualifying contest. His 
poster was selected from 84 
others by Sir Gerald Kelly, 
KCVO, past-president of the 
Royal Academy; W. A. Cathles, 
Editor of ADVERTISER'S WEEKLY, 
and Edward Le Bas, a leading 
young English painter. 


Runner-up was R. C. Warner, 
a commercial artist from Leices- 
ter. 


‘| DON’T FEAR TV COMPETITION’ SAYS HULTON 


A challenge to commercial television and a warning about the 
production costs of publishing were sounded by Edward Hulton, 
Festival chairman of the Newsvendors & Benevolent and Provident 
Institution (“Old Ben”), at its 108th Festival Dinner, held at the 


Connaught Rooms on Monday. 

“I personally am not fright- 
ened of television,” he said. “It 
stimulates interest, and I think 
that any advertising campaign 
carried out 6n television must 
need a complementary campaign 
in the magazines.” ° 

In the course of his speech, 
Mr. Hulton said he hoped that 
more would be raised for Old 
Ben this year than ever before. 

The press in general, he con- 
tinued, had had to incur 
considerably increased costs in 
production during the last few 
years. In the periodical section 
the cost of paper alone during 
the last two years had risen by 
15 per cent. 

Printing wages had increased 
printing costs by 25 per cent. 


Carriage costs had gone up by 
35 per cent; a parcel which 
cost Ss. to send before the war, 
now cost 16s. 3d. As a result of 
all this, about 50 publications 
had stopped production during 
the last five years. 

“It is we publishers who have 
had to bear a great deal of the 
burden,” he asserted. “Too great 
wage increases can in the end 
benefit nobody.” Mr. Hulton paid 
a tribute to A. Whinfrey, chair- 
man of Old Ben’s management 
committee, to S. C. W. Disney, 
its secretary, and his staff. 

An audience of about 450, who 
included a number of Ambassa- 
dors, heard Sir Walter Monckton, 
the Paymaster-General, state that 
last year Old Ben had distributed 


more than £19,000 to deserving 
cases. Not the least interesting 
part of its work concerned the 
homes that were being built at 
Seaford for the aged and retired. 

Mr. Whinfrey said that during 
the past 12 months Old Ben had 
disbursed three times the amount 
distributed during 1945. The first 
State of the development of the 
homes at Seaford was nearing 
completion. 

There were 12 bungalows, to- 
gether with the roadwork, which 
would be ready for occupation in 
the spring. The homes would be 
on a small private estate and it 
was hoped to erect iron gates to 
the cost of which the National 
Newsagent was _ contributing 
£500. 


The toast of the guests was 
proposed by Lord Burnham, pre- 
sident of Old Ben, and replied to 
by Colin Wilson, author of best- 
selling book “The Outsider.” 
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CLASSIFIED ADVERTISEMENTS: 


prt TM ny tt VACANT, 4s. per lime, 45s. per display one =e. 
WANTED, 3s. 6d. per line, 40s. per display panel inch other 
GEN ERAL classifications, 4s, 6d. per lime, 50s, per display panel iach. Minimam. 3 limes. Box Provincial Evening News- 
No charge, one line pins Is. covering postage. etc. Series rates on engiionten 3 all paper (60 miles from London) 
| advertisements under seven insertions MUST BE PREPAID. Address “Advertiser's | ; ; : 

ARTIST Weekly,” 180, Fleet Street, London. E.C.4. WATerloo 3388 (Ex. 25). is considering the employment 


APPOINTMENTS VACANT fs eneipenont 
vs COPYWRITER/ 


RHODESIA ASSISTANT LAYOUT MAN 


An interesting and remunerative post P . 
awaits young studio-trained Artist to the | for the service of local adver 


wishing to make a career in a new and tisers. A suitable applicant 
rapidly-developing country. 


would be versatile rather than 
ees remearee Soe tors ADVERTISEMENT MANAGER aa 6 ae & om 
ence and be capable of producing com- 


petent finished artwork. REQUIRED | | amicably in direct contact with 


Excellent climate, ideal working con- | | . local traders. The position 
ditions, 5-day week, Pension Scheme | in the LONDON OFFICE of should be permanent pleasant 
and Medical Aid. Passage paid. Inter- | 4 : bl ° 
views to be arranged in London. Write | | 0 kK and pensionable. 
by airmail, giving age and fullest details | THE C VENTRY EVENING TELEG RAP : — 1 ‘ 
of experience and enclosing specimens | Applications giving full details 
(which will be returned) to :— EXCELLENT PROSPECTS. PENSION SCHEME and stating salary required to 
The Manager, APPLICANTS TO BE ABOUT 27-28 YEARS OF AGE. 
Rho-Anglo Publicity Limited, J] Box 5009 
P.O. Box 1185, Write :— 4 
Salisbury, S. Rhodesi The Managing Director, Advertiser's Weekly 180 Fleet St EC4 
COVENTRY NEWSPAPERS LIMITED, 
PRODUCTION MAN. Interesting post QUINTON ROAD, COVENTRY. PRODUCTION. Young man with 
for persam with all-round ability, print All letters will be treated in strictest confidence. ability, and preferably Agency ex- 
design, rough layout, production de- perience, required to join an expand- 
tail, ete Ideal for capable person ing organisation. Write or telephone 
ready for step-up. Croydon office SPACE SALESMAN required for old- EXPERIENCED PRODUCTION MAN for appointment to the Secretary, 
Details please to established chemical journal This | required who can, through ability and Roles & Parker Ltd., Rapier House, 
Box 5074 Ad. Weekly 180 Fleet St EC4 | presents a first-class opportunity for | initiative, in a short time, take over 65 Turnmill Street, E.C.1 (CLE 0545) 
a man _ fully experienced _ selling as Production Manager of a medium- 
specialised media who requires more sized agency handling important EXPERIENCED 
JUNIOR ASSISTANT | scope. Our own staff are aware of national accounts 
this ad. Good salary and commission | Box 5069 Ad. Weekly 180 Fleet St EC4 LETTERING ARTIST 
A ortunity to join creative group, and expenses. Write, giving age, de- | -ERTISEMEN’ rn 
Bs high-class industrial print. Art tails of experience, to | ae. a ee = ee capable of producing stylish lettering and 
chool bestigrowed — — npney Box 5060 Ad. Weekly 180 Fleet St EC4 monthly trade esi F ve } ep layout. Required by Commercial Studio. 
, interested in bein - oe : — F -day a 
pn te grog py ens "Wosanranher. Write JOK-KEEPER required by West End | Staff canteen Applicants should — my" week. Bonus Scheme. Write or 
giving full details Advertising Agency Good experi- write in first instance pmane Sir aepeeeane. 


1 stating age, 
BOX 505! ence essential. State age and experi- experience and salary required, to TEMPLE STUDIOS LTD. FLE 3327 
Advertiser's Weekly 180 Fieet St EC4 ence 4 ’ the Secretary, Benn Brothers Ltd., 301/307, TEMPLE CHAMBERS, E.C4. 
Box 5057 Ad. Weekly 180 Fleet St EC4 154 Fleet Street, E.C.4 | 


AN EXPANDING AGENCY ABROAD 


needs a 
A D V & ke 7 : ay j N G possessing the ability and enthusiasm to hold an executive 
} job which, from the outset, carries i ; 


important respon- 
sibilities. 


A Sy Se | S TA N T This vacancy presents a special opportunity to a 


healthy, personable young man, 25—-27, single or married, 
with 4—6 years’ all-round advertising background. He 
Required for international company of can look forward to an interesting career with good pay 

and allowances, generous pension, good living conditions, 
food manufacturers and distributors, first-class passages and regular paid leave. 


reves PT ee : The position is a responsible one involving contact 
London area. Some advertising experi- with Africans and Europeans. The important qualifications 
ence desirable but a high degree of are character and self-reliance; a good knowledge of 
advertising practice in all its forms ; some acquaintance 

intelligence and interest in this sort of with business administration ; and the initiative to make 


> the most of a very promising opening on the management 
work is essential. Age limits 20-25. staff of West Africa Publicity Ltd. 


Write with full details of education and The successful man will be given a short period of 


training in London and take up his duties in West Africa 
experience to early in the New Year. Applications, in writing, should 


give full details of personal history and be addressed, 
Box 5068 The Managing Director, 


in confidence, to : 
Advertiser's Weekly 180 Fleet St EC4 Export Advertising Service Ltd., 
22 Old Bond Street, London, W.1. 


Phone your classifieds to WAT 3388 (Ex. 25) 
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CLASSIFIED ADVERTISEMENTS 


BEVERLEY PICK 


has a vacancy on his team for an 


Assistant Designer 


Applicant must have an all-round 
knowledge of display and exhibi- 
tion work and must be an out- 
standing creative artist and con- 
structional draughtsman with 
ability to produce competent 
presentation drawings and per- 
spectives. He will work on a 
wide variety of projects for an 
extensive clientele. 

Also required, 


Assistant Artist 


with good drawing and lettering 
ability and accustomed to all- 
round studio work: 


Beverley Pick Associates 
TEM. 7058/9. 


POINT-OF-SALE AND 
EXHIBITION SPECIALISTS 
LONDON DISTRICT 
REQUIRE 


SALES EXECUTIVE 


WITH CONNECTIONS. 
First-class opportunity with expanding 
company, write in strict confidence, 
stating age, experience, terms, etc., to 
Managing Director. 


Box 4948 
Advertiser's Weekly 180 Fleet St €C4 


| WOLF ELECTRIC TOOLS LIMITED 


APPOINTMENTS VACANT 


Managing Director of small but expanding Birmingham Adver- 
tising Agency with a considerable reputation in the Midlands, 
requires the services of an experienced 


ALL-ROUND ADVERTISING MAN 


to assist him with the day-to-day running of the business, to 
relieve him of detail, and take an active part in developing plans 
for future expansion. The successful applicant will be required, 
in the beginning, to handle the entire production side of the 
business, later delegating these duties to others. A sound 
working knowledge of media is essential and the ability to write 
good technical and semi-technical copy is a distinct advantage. 
Above all, he must possess drive and the ability to ‘* get things 
done "’, a meticulous eye for detail, a systematic mind and the 
type of personality that enables him to impress existing clients 
as well as er; new ones. Commencing at a salary of £1000 
per ppointment carries excellent prospects and 
will pena ead to a directorship. Applications in confidence 


to 
BOX 5059 
Advertiser's Weekly 180 Fieet St EC4 


ADVERTISEMENT REPRESENTA- 
TIVE required for established monthly 
technical journal Young man or thusiastic representative for well- 
woman wishing to advance to man- established trade journal He will 
agership in comparatively short time work directly under the advertise- 
Will be paid salary, commission and ment Manager in a _ progressive 
expenses For appointment ‘phone position offering excellent future 
TRA. 7545, or write to Commercial prospects Please write, giving full 
Newspapers L x 27 Craven Street, experience, to 
London, W.C Box 5064 Ad. Weekly 180 Fleet St EC4 


ARTIST—Preferably with Technical 
background, required for Publicity 
department, ability to produce visuals 
and finished drawings for illustration. 
advertising, exhibitions and all 


LEADING Trade and Technical Pub- 
lishing House requires young, en- 


require young man for their Publicity 
and Advertising Departments. 
Thorough commercial training and 
ability to write good English essential. 


Excellent prospects for right appli- branches of publicity. Application, 
cant. Full details to The Personnel Stating age, experience and salary, to 
Manager, Wolf Electric Tools Ltd., Personnel Manager, Electro-Hydran- 
Pioneer Works, Hanger Lane, Ealing, lics Limited, Liverpool Road, War- 
ws. rington. 


copywriter. 


for it. 


Are you a | 
versatile 
Copywriter ? 


One of the Creative Groups of the London 
Press Exchange has a vacancy for a versatile 
Someone with top-flight agency 
experience will be preferred, but we have an 
open mind about gender. Whether male or 
female, the person who gets the job will be 
expected not only to work on important national 
consumer accounts, but to be able to take a 
technical product and present it in the human 
terms that make good and impelling advertising 


Do not send specimens at first, but write, 
giving brief details of yourself, to 

H. Eliot, London Press Exchange, 

110, St. Martin’s Lane, W.C.2. 


@ HAWKE sTUDIOS 


require 


LIVELY 
YOUNG MAN 


to assist 


PRODUCTION 
MANAGER 


Must have good working know- 
ledge of Process, Typesetting and 
Foundry work. Might suit some- 
one in a Process House, who wants 
to get on the “* other side of the 
fence."’ 


"Phone, write or call 
MR. H. HAWKE 
HAWKE STUDIOS LTD., 
22 CHENIES STREET, W.C.! 
MUSeum 1181-7441 


TYPOGRAPHER 


with ability to handle print production 
—not ads.—wanted by print-design and 
publishing office. Work involves 
brochures, etc., and monthly progres- 
sive export magazine. Could suit old 
hand looking for a congenial berth, or 
young designer looking for opportunity 
and scope to establish himself. Replies 
should state age, experience, and 
present remuneration. 


Box 5058 
Advertiser's Weekly 180 Fleet St EC4 


world’s 


in all media 


McCANN-ERICKSON 


Write to the Director of Television 


| Be part of the 
largest 
television agency 


WANT A TELEVISION EXECUTIVE 


If you are one now and were previously an account 


executive ; if you have experience of client contact 


McCANN-ERICKSON ADVERTISING LTD. 


| 
McCann-Erickson House, Fetter Lane E.C.4. 


Phone your 


classifieds to WAT 3388 (Ex. 25) 
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CLASSIFIED ADVERTISEMENTS MGZISRR720 


ADVERTISEMENT HARPER’S BAZAAR 


MANAGER  . 
enthusiastic journalist 
of highest calibre for important interested in beauty and fashion 
technical journal in large Lon- writing for vacancy in expanding 
don Group. Must have proved department. Please submit 
record of top-level selling to qualifications in writing to the 
engineering, constructional and Editor, HARPER’S BAZAAR, 


allied industries. 72 Brook Street, W.I. 


; APPOINTMENTS VACANT 
£3,000 a year 


POINTS - EMS - PICAS 
STUDIO 


lf you not only know about 
ARTIST them, but also how to use them, 
Ford Motor Company Ltd. requires a there is a vacancy for a 


young and experienced artist for its 
London advertising department. It's 


a hothouse for raising ideas and bud- TY PO G RAPH E R/ 
ding ingenuity. If you can work with 

artists who know what motoring 
means, if you are confident in your DESIGNER 
ability to put dreams on paper, and if 


you can handle anything from the 


retouching of prints to the creation of i io’ j 
| ne een aabe to in W. M. de Majo’s design office. 
Box 5044 Brochures, Packaging, Displays 
Advertiser's Weekly 180 Fleet St EC4 are some of the varied assign- 
P.S: No specimens at first please— ; : 
portfolios later on interview ments. Previous experience 
essential. 


Give fullest details to 
SALES REPRESENTATIVE required by 


Box 5048 point-of-sale and exhibition contrac- 
tors S.W. district. Connections 
Advertiser's Weekly 180 Fleet St EC4 desirable. Salary, commission, ex- 


penses. Write in strict confidence, 
Managing Director. 
Box 4949 Ad. Weekly 180 Fleet St EC4 


ADVERTISEMENT Representative _re- 
quired for big three weekly heralds. ’ 5 F 
Permanent position for reliable man Phone Miss Collinson, 


with newspaper experience. Apply in FLAxman 6816 for appointment. 
writing, with full particulars to Man- 


aging Director, Crusha & Son, Ltd., 
823-9 High Road, N.17 


JUNIOR CLERK required tor circula- 
tion department of trade journal 
publishers. Good education and typ- LETTERING ARTIST 
ing essential. Interesting work and 
opportunities for progress. Good 
salary and luncheon vouchers. Write 
in first instance to — a 
John Trundell & artners Ltd., details of experience, sala avired 
Temple Chambers, Temple Avenue, sa “ine we ‘Ss. gD eet THE 
London, E.C.4. KINGHAM ADVERTISING AGENCY 


Fully experienced lettering artist required 
to commence after Christmas, in Adver- 
tising Agency near Oxford Circus. Small 
studio with pleasant conditions. Write 


be ooo a as 7 LTD., 14, Ge. Chapel Street, London, VV.!. 
JUNIOR ASSISTANT (Male) wanted 


MALE OR FEMALE CLERK required 
RETOUCHER for the promotion department of trade 
journal publishers. A knowledge of 

Capable of colour and monotone work \yping oe. = salary a 
; : seni uncheon vouchers. rite in first 

eo highest standard in pt .o instance to Miss Thurston, John 


sphere, and aged between 23-30. Trundell & Partners Ltd., Temple 

SMH Advertising Services Ltd., yy gee Temple Avenue, London, 

2 Doughty Street, London, W.C.1. — —<—<—$———— — - 
CHAncery 3901-2. MANAGER, Freemans (London 


S.W.9) Litd., 139 Clapham Road. 


for Advertisement Department of i ; 
leading newspaper published in LETTERING ARTISTS. Care to join 


Rhodesia. Essential qualifications are a new expanding company giving a 
good | educational background and 3-4 complete service? New premises, 
years’ practical newspaper or agency equipment and perfect conditions. Top 
experience. Fullest details to salaries to first-class experienced men. 
Box 5024 Ad. Weekly 180 Fleet St EC4 Telephone TER 0968 


S.W.9, have a vacancy for Manager 


ADVERTISING REPRESENTATIVES in their Multilith Printing Depart- 
required, male or female, for official ment Write in confidence, stating 
publications, guides, etc., on commis- age, full details of previous employ- 
sion and expenses basis. References ment and responsibilities in positions 
required held, to Managing Director, Dept 
Box 5049 Ad. Weekly 180 Fleet St BC4 MP, at the above address. 


COPYWRITER 
IDEAS-MAN 


This is one vacancy—not two! We need an 
experienced agency man able to analyse 
selling problems and produce strong, lively 
ideas and copy. He should also be suffi- 
ciently technically minded to know a ball 
race from a dog race. Write in full confi- 
dence, giving age and salary required, to the 


Creative Director :— 


CRANE PUBLICITY LIMITED 


ADAM HOUSE . ONE FITZROY SQUARE . W.! 


McCann-Erickson Successes Mean That 


MORE 
Top Visualisers 


ARE WANTED 


If you’ve been planning 
National Campaigns ; if 
you’re an advertising man as 
well as a designer we'd like 
to see you working here at 
McCann-Erickson House. 


Write or’ phone Miss Fiona Holmes 
or an appointment. 


McCANN-ERICKSON ADVERTISING LIMITED 
McCann-Erickson House, Fetter Lane, E.C.4. FLEet Street 6543 


Phone your classifieds to WAT 3388 (Ex. 25) 
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APPOINTMENTS VACANT 


STUDIO PRODUCTION MANAGER 
PUBLICITY required in the New Year, preferably 
trolling work with artists. A practical 
ASSISTANT knowledge of Typography useful 
20—30 


a young man who has a flair for con- 
Please write in confidence, stating ex 
perience and salary required, to Forum 
Art Service Ltd., 144 Southampton 


with some.experience in Industrial Row, W.C.1 

Journalism required for a large firm 

of Civil Engineering and Building REPRESENTATIVE required by screen 
Contractors. printers and publicity studios Wide 


scope for keen man with knowledge 
of the industry. Telephone TER 0968. 


ASSISTANT to production manager 
wanted. Age 20-30. Leading Indus- 
trial advertising agency, L.P.A 
Pleasant atmosphere, prospects, pen- 
sion scheme. Write, with history and 
salary required, to ~ 
Box 5047 Ad. Weekly 180 Fleet St BC4 


The department is a small one and the 
duties include the production of a 
monthly house magazine, preparation 
of technical press handouts, and main- 
tenance of a photographic library. 
Ability to “get on’ with people 
essential. A knowledge of advertising 
would be an advantage. 

Salary up to £700 per annum, according 
to experience. 


Applications should be addressed to :— 


Senior Personne! Officer, 
Richard Costain Ltd., 


ADVERTISING 


IIL, Westminster Bridge Road, and 
London, S.E.!. 
PRINT PRODUCTION ASSISTANT SALES PROMOTION 


wanted for advertising department in 


North Acton. Experience and ability Assistant Manager required for 
in typography. visuals, rough layout Publicity dept. of old established 
and copy details essential. Salary wbout manufacturers and wholesale firm 
£650. Send particulars of experience 


in Radio and Music Trade. 


| alia dwri 2 ’ : 2 
weet amt manserune © the | Knowledge of print and. cata- 
Box 5050 Ad. Weekly 180 Fleet St PC4 logue production, lay-out, copy 

ASSISTANT WANTED FOR PuBLI. | Wlns and direct’ mall pre 
CATIONS DEPARTMENT of engi- cedure. ae ith 
neers for preparation of catalogues, Interesting and varied job wit 
booklets. technical manuals, etc good prospects and opportunity 
Must have experience of such work to use Own initiative. 
and technical writing ability. Know- Write fully with details of age, 
ledge of layout and type, etc. re- 4 


quired, but not finished art work experience, etc. 


nt gy week. State age, experience, Box 5006 
salary required Apply to the Per- icer’ 
sonnel Manager, CAV Lid., Warple Advertiser's Weekly 180 Fleet St EC4 


Way. Acton, W.3. 


DUNLOP RUBBER COMPANY LIMITED 


requires an 


ADVERTISING 
EXECUTIVE 


€ This is an interesting opportunity for 

a young executive, preferably between 
30 and 35, who likes taking responsi- 
bility and working on his own initiative. 
He (or she) should have had sound 
advertising experience including modern 
marketing and research techniques. 


The Company offers excellent working 
conditions, including a pension scheme. 
Salary will be according to age and 
experience and replies should give full 
details of experience and state salary 
expected. 


ADVERTISING MANAGER, ALLIED GROUP, 
DUNLOP RUBBER CO. LTD., 20 NEW BOND ST., LONDON, W.1. 


a fully 
experienced 


studio 
manager 


He must have the proved 


ability to organise the operations 


of a large and busy studio, 


and a real flair for producing 


visuals on National accounts. 
A good salary is offered. 


Apply in writing or by 


‘phone for an interview to 


wilson 


ADVERTISING LIMITED 


11 Peter Street, Manchester 2 
Blackfriars 4446 


Phone your classifieds to WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 


ALFRED 
BATES 


require 


another 


Traffic 
Assistant 


Good opportunity for a young 
hard-working production assis- 
tant to join a busy Traffic depart- 
ment where his knowledge will 
stand him in good stead. Our 
traffic department works closely 
with account executives and 
departmental managers — pro- 
duction experience (plus the 
ability to control flow of work 
to meet press dates) is, there- 
fore, essential. Aged 23/26 
would be ideal. Salary £12, 
according to experience. 


Write or call: Traffic Manager 
ALFRED BATES & SON LTD. 
130, Fleet St., London, E.C.4 


SPACE SALESMAN. Thoroughly ex- 
perierced man offered salary, ex- 
penses, commission and pension with 
first-class chemical journal Write 
full details, including age and present 
income, to 
Box 5052 Ad. Weekly 180 Fleet St EC4 


APPOINTMENTS VACANT 


CLASSIFIED ADVERTISEMENTS 
APPOINTMENTS VACANT 


SENIOR 
DESIGNER 


We are looking for a man with 
considerable exhibition experience 
to act as second in command to 
our Exhibition Designer. He will 
be a man with creative ability, 
ideas and drive ; he will be given 
every opportunity to develop his 
talents to the full. Salary : 
£700-£750, depending on age and 
ability. 


Please write very fully about your 
past and present experience, and 
the type of work with which you 
are most familiar. We also want 
to know what your present salary 
is and when you would be free to 
join us. Address your letter 
to the 


Staff Manager, 
THE MARLEY TILE CO. LTD., 
Riverhead, Sevenoaks, Kent. 


Only Applicants selected for 
interview will be notified. 


ARTISTS 


required 
for progressive Commercial 
Art Studio in Luton. 


PHOTOGRAPHIC RETOUCHER. 


Capable of colour and monotone 
work of highest standard—and 
some lettering. 


GENERAL ARTIST 


with knowledge of figure work 
and typography. Permanent 
posts, 5 day week, Pension 
Scheme, Salary according to age 
and ability. 

Please ‘phone for appointment 
LUTON 5582 or write with 
specimens to 

Hallamshire Industrial Artists Ltd. 

49, Cardiff Road, Luton. 


WINDOW DRESSER. Applications are 
invited from experienced male window 
dressers for a new appointment with 
an expanding multiple retailer of 
knitwear, lingerie, and hosiery. Head 
office in Leicester but time will mostly 
be spent at branches, and applicants 
should be free to travel. Please write 
in confidence, stating business and 
personal history. 

Box 5076 Ad. Weekly 180 Fleet St EC4 

EXPERIENCED 
studio Write, 
salary required. 
Box 5075 Ad. Weekly 180 Fleet St EC4 


for 
and 


lettering artists 
giving details 


appropriations. 


Assistant 
Media Manager 


Opportunity for young man 
West-End Agency handling 
He should be familiar with modern 
methods of media research and should be capable of 
planning 6-figure schedules and, if necessary, pre- 
paring a complete media report for the client. It 
would be an advantage if he had a degree in economics 
and had some experience of research and statistical 
work applied to advertising and marketing problems. 
He should have had some practical experience in the 
media department of an agency. 


ARTHUR S. DIXON LTD., 
7 Savile Row, London, W.1. 


in fast expanding 


important national 


Write to: 


SHORTHAND /TYPIST 
director of trade 
experience essential Age over 25 
Offices Strand. State salary required. 
Box 5062 Ad. Weekly 180 Fleet St EC4 


required for 
group. First-class 


NovemBer 30, 1956 


APPOINTMENTS VACANT 


ADVERTISING 
MANAGER 


is required by 
DEXION LIMITED 


to administer a six-figure appropriation. 
He should be in his thirties or late 
twenties, and have already proved his 
creative ability and management poten- 
tial. He will be required to initiate, 
plan and control campaigns using all 
media, and should have a wide know- 
ledge of print and production tech- 
niques. For a man who has initiative, 
enthusiasm and a vigorous approach to 
selling, this is a first-class opportunity 
to join a rapidly-expanding organisation 
which offers excellent prospects, a 
salary commensurate with the position, 
and a really friendly and co-operative 
atmosphere. 

Please address applications, preferably 
typewritten, giving fullest possible 
details, to 

Personne! Department (AM3) 
LTD., 


65, Maygrove Road, 
London, N.W.6. 


ASSISTANT required, male or female, 
for general duties in Publicity Depart- 
ment, Guildford area. Knowledge of 
make up, creative ability and able to 
do small lettering and finished art- 
work. S-day week. Canteen facilities 
Apply by letter only, stating experi- 
ence and salary required to 
Box 5073 Ad. Weekly 180 Fleet St EC4 


. 


* roughs * 


and salary required, to 


e LAYOUT MAN e 


Leading London Publishing House offers opportunity 
to imaginative LAYOUT MAN capable of producing 
and finished layouts, adaptations for hard- 
selling press advertisements and mailing shots. Good 
prospects for applicant with the right experience and 


flair. Write, giving details of career, qualifications, age, 


BOX 5045 


Advertiser’s Weekly 180 Fleet St EC4 


EXHIBITION AND DISPLAY WORK. 
Wolf Electric Tools Limited require 
man with sound experience in exhibi- 
tion installation Good ideas and 
administrative ability Apply in writ- 
ing to the Personnel Manager, Wolf 
Electric Tools Ltd., Pioneer Works, 
Hanger Lane, Ealing, W.S5. 


LONDON REPRESENTATIVE required 


by well-known Northern 
manutacturer on salary 
mission basis Existing connections 
with national advertisers essential 
Please write in confidence, stating ex- 
perience, Dredge Showcard Co td., 
Marshall Mills, Leeds, 11 


Showcard 


and com- 


COPYWRITER 


The person we are looking for 
should have had one or two years’ 
Agency experience, and be able to 
write strong selling copy for com- 
paratively small spaces. Cheerful 
working atmosphere. 

REID WALKER 
ADVERTISING LTD., 
Effingham House, 
Arundel Street, London, W.C.2 
"Phone: COVent Garden 2871. 


| 


The Liverpool Daily Post and 
Liverpool Echo require an 
experienced 


ADVERTISEMENT 
REPRESENTATIVE 


with a proved record. Able to 
Suggest layouts. Please state 
previous experience and submit 
specimens in writing to Staff 
Manager, Liverpool Daily Post 
and Echo Ltd., Victoria St., 
Liverpool, |. 


Phone your classifieds 


to WAT 3388 (Ex. 25) 
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NoveMBeER 30, 1956 


ENTHUSIASTIC 
PRODUCTION 
ASSISTANT 


Wanted to join happy young team in 
busy Agency. Young man (20-23), 
production experience ; good know- 
ledge of blocks, type, printing processes. 
Opportunity to gain experience of 
unusually varied work on production of 
press advertising and all forms of 
publicity. Plenty of scope to progress 
with growing Agency. 
Write or "Phone for appointment to : 
Production Manager, 
Max Ritson & Partners Ltd., 
33, Henrietta Street, W.C.2. 
Temple Bar 3861. 


SPACE SALESMAN required for 
specialised media Direct and 
agencies. Willing to travel. Oppor- 


tunity to earn above £1,000 p.a. De- 
tails of experience please, (o 
Box 5063 Ad. Weekly 180 Fieet St EC4 


LETTERING ARTIST (topline, slick) 
wanted for small City studio. Good 
organiser would be given charge 
Junior also required. Ring FRE. 4153 
or write 


Box 4735 Ad. Weekly 180 Fleet St EC4 


iii 


APPOINTMENTS VACANT APPOINTMENTS WANTED 


DIRECTOR VACANCY, due to retire- 
ment, will shortly become available in 


a highly placed and well-established 
agency. To fill the vacancy, the re- 
maining directors would welcome 


being joined by a top agency experi- 
enced all-round contact / accounts 
executive who is basically a brilliant 
copywriter with a real understanding 
of selling clients’ products No 
capital is required, but he must have 
adequate existing connections that 
will assist in developing new accounts 
for the agency. Salary will be com- 
mensurate with his economic value 
to the agency. A cumulative incen- 
tive interest will be arranged for his 
retirement and dependants, based on 
the personal accounts the director 
develops during his service with the 
agency Our own executives have 
seen the draft of this announcement. 
Only if you match up to the require- 
ments, please write for a_ personal, 
confidential interview to the Chair- 


man 
Box 4969 Ad. Weekly 180 Fleet St EC4 


INTELLIGENT YOUNG LADY _ ‘re- 
quired as Secretary/Shorthand Typist 
for publishers. Hours 9-5 p.m. No 
Saturdays. Luncheon Vouchers given. 
"Phone: Mrs. Steed, Fleet Street 1555 


sumer accounts. 
opportunity. 


required. 


copywriter 


We require a Copywriter of several years’ experience 
to work on a number of semi-technical and con- 
The position is one of exceptional 
Expenses will be paid to anyone 
interviewed from outside the London area. Please 
write giving details of experience and salary 


LASHBROOK ADVERTISING 
123 HIGH STREET, UXBRIDGE, MIDDLESEX 
Telephone: Uxbridge 2672 


LETTERING ARTIST. We want a 
good junior (male or female) keen 
to make progress after several years 


studio experience, who can tackle 
layouts and finished work for press 
and print, and who appreciates (or 
will learn) typographical design as an 
adjunct to lettering. Please write de- 
tails of yourself to Studio Manager, 
Norman Davis Ltd., Princes House, 


Piccadilly, W.1 


Is there a 


YOUNG 
ARTIST 


who would welcome an opportunity 
to develop his talent and expand 
his experience in a small but busy 
studio attached to the publicity 
department of a very large in- 
dustrial organisation? 

We'd like a young man under 28 years 
with proven ability who will be able to 
develop his own ideas on point-of-sale 
material, package design and the 
hundred-and-one jobs inseparable from 
the activities of a major industrial 
advertiser. 

A very satisfactory salary will be paid 
to the right man. Please write fully 
giving age, past experience, but sending 
no specimens at this stage to :-— 


The Staff Manager, 
The Marley Tile Co. Ltd., 
Riverhead, Sevenoaks, Kent. 


Phone 


LEADING National Advertiser has 
immediate vacancy in Advertising De- 
partment for good all-rounder with 
a flair for Retail Display. Successful 
applicant will be imaginative yet 
practical; be energetic and possess a 
sound knowledge of print and display 
production Good prospects in an 
expanding organisation. Full details 
of experience and salary 


to 
Box 5072 Ad. Weekly 180 Fleet St BC4 


APPOINTMENTS WANTED 


“HAND - PICKED” SECRETARIES 
available. The Wigmore Agency, 67 
Wigmore St., W.1. HUNter 9951/2/3. 


INDUSTRIAL 
PUBLICITY 


With a University degree and a 
publicity-conscious outlook, can 
you afford me an opportunity ? 
24 years old and straining at the 
leash. 

Box 5046 
Advertiser's Weekly 180 Fleet St EC4 


DISPLAY AND  POINT-OF-SALE. 
Young executive, experienced print 
production and sales, seeks oppor- 
tunity to represent a progressive 
organisation who will suitably reward 
his outstanding ability, imagination 
and loyalty. 

Box 5070 Ad. Weekly 180 Fleet St EC4 


COPYWRITER 


An opportunity to enter advertising is 
desired by a young man of 25. He has 
been a journalist with local and 
national experience, a script writer, 
and a regular officer. Now he wants 
to joi your profession, learn it and 
become a copywriter. He has heard 
that he will probably earn little and 
work in all sorts of peculiar ways for a 
few months. He says that he doesn't 
mind but that he would rather start at 
the top. 


If you believe you might be able to use 
him, please write to D. L. Harris, 
The Nutshell, Coppermill Road, Wrays- 
bury, Staines, Middlesex. 


IDEAS from Mannequin Parades to 
Children’s Advertising, Copyrighting 
account, administration, management. 
Please write DAA today 
Box 5043 Ad. Weekly 180 Fleet Si BC4 


WOMAN GRADUATE (24), English 
film publicity experience, American 
fashion ditto, secks lively job. Writes 


anything short of Shakespeare 
Box 5055 Ad. Weekly 180 Fleet St BC4 


ART DIRECTOR. National campaigns 
experience, top class presentations 
Produces good studio results. Desires 
similar change 
Box 5053 Ad. Weekly 180 Fleet St BC4 


VISUALISER/DESIGNER, with ten 
years’ first-class agency experience 
on major national accounts, secks 
responsible position 
Box 4997 Ad. Weekly 180 Fleet St BC4 


BUSINESS OPPORTUNI”! 


CIRCULARISING LTD. 


** All that the name implies ”’ 
Acdressing. Folding. 
Mailing. _ am - 
cating. 
tained 


le rect 
prepared and executed with 
an ° 


Telephone 


19 Marylebone Lane, 
Hunter 9827. 


London, W.i 


SMALL 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


MEDIUM SIZED, LONG-ESTAB- 
LISHED, WEST END AGENCY, 
with full facilities for wiving first- 


class service to a considerable number 
of extra accounts, is prepared to dis- 
cuss arrangements with principals con- 
sidering retirement who wish to enjoy 
a permanent income from persona! 
accounts without the detail worry 
Please write to Principal, to arrange 
strictly confidential meeting 

Box 4968 Ad. Weekly 180 Flee: St BC4 


OUTDOOR ADVERTISING 
BUSINESS for sale. Well-established 
clientele. Owner wishing to retire for 
reasons of health 


Box 5071 Ad. Weekly 180 Fleet St BC4 


SPEEDY PRINT SERVICE 


for all Advertising and Sales literature. 
Top Quality Black-and- White and 
Colour photo litho. 

GOTHIC PRESS LIMITED 
Euston 5845. 42 Osnaburgh Street 


(Opposite Gt. Portiand St. Station) 


ART AGENT. For further develop- 
ment, a Commercial Art Studio would 
like to meet an art agent who needs 
an office and good address This 
should lead to mutual advantage 
Please write in confidence, 


to 
Box 5054 Ad. Weekly 180 Fieet St EC4 
PROGRESSIVE TRADE PAPER pub- 


lishing house open to acquire weekly 
or monthly journal (trade, technical 
or otherwise). Please send full de- 
tails, circulation, price, etc., in con- 
fidence, to 

Box 5065 Ad. Weekly 180 Fleet St EC4 


THE ADVERTISEMENT MANAGER 
of a large North Midlands’ Furnish- 
ing Store would like to contact an 
Artist or Agency willing to assist in 
the production of first-class Furniture 
illustrations and advertisements. Write 
in first instance to 
Box 5061 Ad. Weekly 180 Fleet St EC4 


THE POWER OF DIRECT MAIL can 
be proved for as little as £50. Jacob- 
son Advertising Lid.. 3 Racquet 

Court, E.C.4. (FLE 0760.) 


STUDIO SEEKS ACCOMMODATION 
with Agency at modest rental. Com- 
plete creative and production service 
including copy. Some space to place. 
Box 4994 Ad. Weekly 180 Fleet St EC4 


RETOUCHER, 


DISPRO LTD, Ask your printer about 


the wonderful high 
intensification and durability ot 
Dispro Lamination—he knows all 
about it—or ask us for specimens. 
Dispro Limited, 36-38 Peckham Road, 
London, S.E.5 RODney 7171 (6 
lines) 


gloss, colour 


“INDIAN ELECTRICAL NEWS.” 18 


Second Fophalwadi, Bombay-2 (India) 
invites applications from Advertising 
Agencies in all parts of the world for 


representation This is a monthly 
magazine on Electrical Trade and 
Industry. 


PRINTERS 


FIRST CLASS PUBLICATION. We 


desire to obtain the printing of 
monthly publication where colour 
and half-tone printing of the finest 
quality is essential. Enquiries treated 
in confidence to G. F. Tomkin Ltd, 
Printers, 501-5 Grove Green Road, 
Leytonstone, E.11 Telephone: LEY- 
tonstone 1164-5-6 


FREE LANCE SERVICES 


EXPERIENCED FREE LANCE secks 


working arrangement with Agency or 
Studio 

Box 4837 Ad. Weekly 180 Fleet St EC4 
long experience, secks 
new contacts 

Box 4884 Ad. Weekly 180 Fleet St BC4 


PERSONAL 


Christmas Presents No Problem 
“THE IDEAL GIFT” 


Turkeys and Capons delivered singly or in 
bulk to your customers anywhere. 
Our Best English Cock Turkeys 5/- per Ib. 
Best English Capons 4/- per Ib 

M. MARKS AND SON. 

Coney Grey, Nevendon Road, 
Wickford, Essex. 
TEL: WICKFORD 3289 
(after 8 p.m. Meadway 2964) 


MARKET RESEARCH 


Field work, tabulation and reports of 
all kinds undertaken 
Consumer Research Ltd., 
54, Great Marlborough Street 
London, W.!. 
GERRARD 0068 


SALES AND WANTS 


WANTED. 


Scrap blocks, 
electros, zincos, stereos or ty 
Cash on collection. J. L 
14 Theberton Street, London, N.! 
CANonbury 1683 


MISCELLANEOUS 


DEBTS COLLECTED, 


London and 
throughout Britain No commission 
unless results, Brilegal (established 
1919), 80 Leeds Road, Bradford. 1 


NEW STYLE PIN-UP, stockings, under- 


wear, and similar illustrations for 
magazines, calendars, advertisements, 
etc., undertaken by experienced figure 
artists. Specimens supplied to estab- 
lished organisations only. 

Box 5077 Ad. Weekly 180 Fleet St BC4 


your classifieds to WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 


OVER 


£80,000 woam 


OF BUSINESS ENQUIRIES 


from One Issue 
OF 
OFFICE EQUIPMENT 
NEWS / 


5 enquiries for a Dictation exchange 


costing £1,750 


12 enquiries for a Staff location System » £1,500 
8 enquiries for an over-printing machine » £€1,375 
30 enquiries for a Photo-mechanical unit i £ 195 
3 enquiries for a Duplicator £ 156 
12 enquiries for a Duplicator é 110 
27 enquiries for a Copier £ 106 
4 enquiries for a Calculator £ 100 
6 enquiries for a Calculator £ 9 
23 enquiries for a Folding Machine £ 9 
23 enquiries for a Duplicator 2 a 
27 enquiries for a Photocopier £ 80 
6 enquiries for a Calculator £ 60 
30 enquiries for a Duplicator — is | 


and other miscellaneous enquiries totalling a 
further £20,000. 


All these enquiries were actually received by our Reader 
Service Department from the October issue of OFFrice 
Equipment News, quite apart from all those which went 
direct to the suppliers. Here’s proof that OFFICE 
Equipment News really reaches, is read by and sells to 
the people who buy Office Equipment, proof that— 


—YOU TOO CAN SELL OFFICE EQUIPMENT 
THROUGH 


Guaranteed 
Controlled 
Circulation 

30,000 
MONTHLY 
(A.B.C. 
membership 
applied for) 


id Published by 

Business Publications Ltd. 
D9/119 WATERLOO Rad. S.E.! 
Telephone WATerioo 3388 (20 lines) 


NoveMBER 30, 1956 


— STOP PRESS — 


AA-IPA COURSE FOR LECTURERS 


Advertising Association and the 
Institute of Practitioners in Adver- 
tising are organising a course for 


lecturers and potential lecturers for 


week-end February 2 and 3 at 
Grosvenor House Hotel, Edgbaston, 
Birmingham. Course will be under 
direction of E. R. Thomas, lecturer 
at Birmingham College of Com- 
merce and formerly head of a de- 
partment in a_ teachers’ training 
college, who will be the resident 
tutor. Among lIecturers will be J. 
Lester, formerly lecturer in educa- 
tion at Birmingham Training Col- 
lege for Teachers and now head- 
maser of a local school. 

Obiect of course is to help lec- 
turers to improve teaching tech- 
niques and to deal with problems 
invoived in teaching specialist sub- 
iecis in advertising courses. 

Course will include lectures on 
principles of teaching, preparation 
of lessons, presentation of lessons 
and visual aids. There will also be 
practice lessons. 

Course fee will be one guinea. 
The Ascociation and Institute will 
be sharing the main burden of cost. 


Miss Diana Huntingdos will be 
joining R oger Pryer Creative Adver- 
tising Ltd. as space and print buyer 
next weck. She was previously with 
Scott-Turner & Associates Ltd. 


Leon Goodman Displays Ltd. are 
to exhibit at the Packaging Exhibi- 
tion in January. Managing direc- 
tor Leon Goodman said this week : 
“Soon the engagement between 
packaging and display will blossom 
into a happy marriage. It is 
because of this that we have decided 
to participate in such exhibitions. 
On our stand we will be demon- 
strating some types of packaging- 
display never seen ‘ore in 
Britain.” 


National ads 
for Festival 


Allardyce Palmer Ltd. are to 
handle a national advertising cam- 
paign which will break in February 
for the Festival of Women (Wem- 
bley, June 7 to 29), organised 
by Fairs and Festivals Ltd. PR is 
handled by Thirza West Publicity. 


K. F. English, advertisement man- 
ager of “The Municipal Journal” 
and “Municipal Year Book,” has 
been promoted executive advertise- 
ment manager of those publications. 
Graham Mitchell, previously assis- 


tant advertisement manager, is now 
advertisement manager. 
Announcing that a Bedding 


information Bureau had been set 
up, Charles E. Cook, president of 
the National Bedding Federation, 
says that the bureau will try to 
“educate the public through press, 
radio and television in the import- 
ance of sleeping in the right way.” 

A nation-wide survey is to be con- 
ducted of Britain’s beds, based on 
a questionnaire to be circulated to 
150,000 households. 

The replies obtained from _ this 


| questionnaire will help meet public 


demand, and, by cutting out need- 
less expenditure, stabilise prices at 
a time when costs are rising, says 
Mr. Cook. 


D. J. Mackridge & Partners Ltd. 
are booking space in provincial 
papers for Mackey Bowley (Steel 
Workers) Lid.’s oil-filled electric 
radiators (a new account), in maga- 
zines, architectural and building 
press for Sun-Aire Venetian Blinds 
and Modernfold expanding walls 
and doors, and in the catering press 
for Duralex Toughened Glass Table- 
ware. 


At annual general 
Financial Times Ltd. Viscount 
Bracken, chairman, said “Financial 
Times” had had a “very satisfactory 
year.” It carried a record volume 
of advertising, and the circulation 
was maintained at high level despite 
increased selling price and “unset- 
tled conditions.” 

Advertisement revenue derived 
from industry was now larger than 
“ample one” provided by financial 
advertising. He added that “Finan- 
cial Times” was now “much more” 
than a financial paper. 


Club planning 
a ‘fiesta’ 


If plans materialise, Publicity 
Club of Wolverhampton will become 
founders of “Wolverhampton 
Fiesta,” a week of activities designed 
to brighten the town and “put it on 
the map.” At special meeting of 
club, members decided to hold self- 
supporting fiesta to link together 
sporting, cultural, social events with 
an industrial exhibition. 

Chairman Jack Corbett ex- 
plained : “We think Wolverhampton 
is fast becoming known as an 


he went on, town was 
rich in art, culture and craftsman- 
ship, and a fiesta could bring these 
qualities together and bring trade 
to Wolverhampton at the same time. 
Meeting finally passed resolution : 
a ‘Wolverhampton Fiesta’ 
would benefit the town and its 
people and the club should pursue 
the matter further with every effort.” 
Club’s executive council will now 
prepare agenda for major public 
meeting when tradesfolk, indus- 
trialists, and representatives of sport- 
ing and cultural associations will be 
invited to lend support in drawing 
up skeleton fiesta composition. 


A PR drive to increase knowledge 
of the ways in which glycerine and 
its derivatives may be used has been 
launched by the United Kingdom 
Glycerine Producers Association. 
Link Information Services Ltd. have 
been appointed to handle the cam- 

A periodic “Glycerine 
Facts” bulletin will be published 
(first issue in January) and made 
available on request to trade and 
technical publications. Behind the 
campaign is the fast-rising produc- 
tion of synthetic glycerine and the 
need to increase the overall size of 
the market. 


Printed by St. Clements Press Limited, Portugal Street, Kingsway, 
registered 
Advertisement, Editorial and Sales 


London, W.C.2, for the proprietors, Business Publications Limited, 


offices: 180 Fleet Street, London, E.C.4, England (Waterloo 3388). 
Mercury House, 109-119 Waterloo Road, Lonaon, S.B.1 (Waterloo 3388). 
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